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15-20% Discount 
Standard on TV 
Sets in N. Y. 


NEw YorK—In the television set 
business, retail prices are prac- 
tically wholesale. 

Last week, AA _ spot-checked 
stores in the New York area, and 
its reporters discovered that a 15- 
20% discount is near standard for 
TV retailers. 

“We’re a chain,” the manager 
of a Queens outlet told a reporter, 
“and the discount varies from day 
to day. When you’re ready, we’ll 
talk.” The chain will give a 15- 
20'% discount for cash payment. 

Another Queens store offers a 
RCA deluxe 10” model, list $325, 
for $285, installation included. The 
dealer has no discounts, but throws 
in a table with table model sales. 

At a smaller Manhattan shop, 
a reporter was offered an Emerson 
10” set for $165 cash (list, $199.95). 
The same dealer offered a Crosley 
10” FM combination, list $289.95, 
for $225. The dealer told the 
reporter he made special deals for 


News and some of the nearby oil 
companies. 


a In New Jersey, a check of de- 
partment stores and radio stores’ 
showed few discounts. A major 
Newark department store said “no 
discounts from list,” but had mark- 
offs of 30 to 50% on discontinued 
models. 

In a major New York chain 
store, pushing Philco and Motorola 
sets, sales at half price for cabinet 
models were offered. A salesman 
told an AA reporter that he 
couldn’t offer any promises, but 
“we can get together” on a dis- 
count. 

In Long Island, a large suburban 
appliance store told the prospec- 
tive purchaser he could offer “sav- 
ings” on all models. The store car- 
ries DuMont, Magnavox and RCA. 
He told the reporter that if an- 
other dealer gave him a better 
price on any of the models ex- 
hibited, he would meet it. Some 
of the salesmen were cautious 
about offering discounts. “You'll 
have to pick out the model first,” 
one told an AA reporter warily, 
“pick your brand, then we'll see.” 


s Not nearly so cautious was a 
Nassau County dealer. He had only 
one TV set to exhibit, a large 16” 
U. S. Television set, which—as a 
‘floor model”—he had marked 
down from $475 to $300. ; 
This dealer told the AA reporter 
flatly that he could promise him 
20% off list on any set he wanted 
to buy. “Just tell us and we'll 
order it,” he said, “and if any other 
dealer can make you a better price, 
let me know—we’re competitive.” 
Telephone inquiries are treated 
carefully. To an AA reporter who 
wanted to know if he could better 
4 list price for cash, the salesman 


Suggested he come into the store 
and talk about it. 

. Department stores, those that 
AA checked, seemed far more rigid 
than the small appliance dealers. 
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FALL AND WINTER—First of United Air 

Lines’ series of newspaper ads scheduled 

to run in cities served by its DC-6 planes 

this fall and winter is this 1,200-line in- 

sertion running today (Oct. 3). N. W. 

Ayer & Son is the agency. (Story on Page 
. 74.) 


Horvitz Papers 
Banned Standard 
Oil Co.'s Copy 


McCann-Erickson Exec 
Tells Incident; Ohio 
Publisher Hits Suit 


CLEVELAND—Standard Oil Co. of 
Ohio ads were banned by the 
Lorain Journal and Mansfield 
News Journal when Isadore Hor- 
vitz; their publisher, found out 
that the oil company’s agency, Mc- 
Cann-Erickson, was negotiating for 
radio time in Mansfield, AA was 
told last week. 

Mr. Horvitz’ Lorain, O., paper 
has been charged in an anti-trust 
suit by the Department of Justice 
with refusal to accept advertising 
from business men who buy time 
on radio stations operating in its 
area (AA, Sept. 26). 

Myron McDonald, account exec- 
utive, McCann-Erickson, told AA 
that Mr. Horvitz stopped selling 
space to Standard Oil in August. 

(Continued on Page 72) 


Market and Media 
data for the asking. See 
‘Info. for Advertisers,’ 
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Cigar Institute 
Plans Limited 
Ad Test Soon 


New YorkK—In the belief that if 
the right advertising formula is 
developed the sale of cigars in this 
country can be doubled within a 
comparatively short period, the 
Cigar Institute of America has re- 
tained Benton & Bowles to under- 
take limited test advertising this 
year for the industry, Richard E. 
Tukey, director of the institute, 
told AA last week. 

“To put it another way,” Mr. 
Tukey said, “we are like a patient 
who has consulted a physician and 
look to him for a prescription to 
improve our condition. We need 
a tonic. We believe that the tonic 
for better sales is constructive ad- 
vertising.”’ 

The selection of Benton & Bowles 
was made, Mr. Tukey said, for 
several reasons. The agency was 
favorably known to several mem- 
bers of the institute, although it 
had no cigar account. Because of 
time and budget limitations (the 
test budget is $70,000), it was felt 
by members of the institute that it 
would be unfair to ask a number 
of agencies to make presentations. 
“As a matter of fact,” Mr. Tukey 
added, “to do the job we hope to 
do, professional advice on adver- 
tising may be said to be essential. 


s “Benton & Bowles in discussing 
the problem with us made no at- 
tempt to persuade us that they 
knew all the answers. We were 
impressed by their representatives’ 
desire to get facts and their re- 
fusal to commit themselves until 
they have had time to analyze the 
problem as a whole.” 

Accordingly, it will be several 
weeks before a detailed plan and 
program have been prepared, Mr. 
Tukey explained, “but we are con- 
fident that schedules and details 

(Continued on Page 70) 


COKE AND CHIPS—Nicolay-Dancey Inc. 
launched a new joint Coke and chips 
merchandising campaign with this color 
page in the Chicago Tribune Thursday. 
Coca-Cola Bottling Co., Chicago, is co- 


operating in the drive, placed by Mit- 
chell-Faust Advertising Co., Chicago (Story 
on Page 52). 


$2,000,000 in 
Prizes in New 
Crosley Contest 


Appliances Get Great 
Boost in Ad Support; 
Adds Steel Kitchens 


CrncinnaTi—Crosley division of 
Avco Mfg. Corp. last week an- 
nounced a gigantic $2,000,000 con- 
test to promote its 1950 line of 
home appliances. 

To dramatize the event, it dis- 
played a 14’ Shelvador refrigerator 
in New York and had 2,000,000 


‘dollar-bills stuffed inside as armed 


guards looked on. 

The contest will ®e backed by 
more than $1,500,000 of Crosley 
advertising this fall, handled by 

(Continued on Page 69) 


Last Minute News Flashes 


Hirshon-Garfield, Grey Get Textron Accounts 


New YorK—Textron Inc. has appointed Grey Advertising Agency to 
handle its Nashua Mfg. Co. and Poses Inc. divisions (the latter set up 
to make the newly acquired Poses adhesive bras) and has named Hir- 
shon-Garfield to handle advertising of the men’s wear division. J. 
Walter Thompson Co. still retains the women’s wear and Tricote di- 
visions. Hirshon-Garfield also has acquired the $400,000 account of 


.| Jacques Kreisler Mfg. Corp., formerly a Grey account. 


Weiss & Geller Gets Holeproof Hosiery Account 


MILWAUKEE—Holeproof Hosiery Co. has appointed Weiss & Geller, 
Chicago, to handle its account, which was formerly directed by Ruth- 
rauff & Ryan. Holeproof is expected to boost national advertising for 
all three of its regular lines, including men’s and women’s hosiery and 
women’s Luxite lingerie and sleepwear. 


Heileman Opens Fall Newspaper Campaign 
LaCross£, Wis.—G. Heileman Brewing Co. today (Oct. 3) launches 
a special fall newspaper campaign in 141 papers in 138 markets in the 
Midwest and Great Plains states. The promotion, using 200-line ads in 
a high frequency schedule (up to five times weekly in many cities) 
features various persons, animals and symbols on the Heileman Old 
Style Lager beer label, and the “quality in the bottle.” Gordon Best 


Co., Chicago, handles the account. 


Hickerson Appoints John P. Smith Art Director 
New York—John P. Smith, formerly with McCann-Erickson and 
Buchanan & Co., has been appointed art director of J. M. Hickerson Inc. 
(Additional News Flashes on Page 73) 
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RMA Refuses 
to Endorse Any 
TV Color Plan 


Must Be Tested Carefully, 
Industry Spokesmen Say 
as FCC Opens Hearing 


WASHINGTON—The Federal Com- 
munications Commission’s study of 


_|color television was off to an un- 


promising start last week, with 
spokesmen for the Radio Manu- 
facturers Association stoutly refus- 
ing to recommend any of the sys- 
tems currently under study. 

A series of RMA witnesses took 
the stand to say that none of the 
systems should be judged until 
they have been thoroughly tested 
under conditions simulating every- 
day use. Several times Judge Sam- 
uel Rosenman, counsel for CBS, 
was on his feet protesting, as 
RMA witnesses urged the com- 
mission to write off any system 
which would require modification 


use. 
While RMA urged the commis- 
sion to “make haste slowly” on 
color, it took the occasion to ex- 
press its confidence in the two- 
band system of black-and-white 
television suggested by FCC as a 
blueprint for nationwide competi- 
tive television. 


= RMA President Ray C. Cosgrove 
said the technical difficulties which 
prompted FCC to halt issuance of 
TV licenses a year ago have been 
overcome. He said allocations in 
the ultra-high frequency band, 
never before used for television, 
should proceed “with all practi- 
cable expedition” so that service 
can be extended to small towns 
and rural areas as soon as pos- 
sible. 

Radio Corp. of America, spon- 
sor of one of the four color systems 
under study, also called for im- 
mediate expansion of b&w tele- 
vision into the “‘upper” band. 

Dr. E. W. Engstrom, vice-presi- 

(Continued on Page 69) 


Export Admen Shift 
Oct. 6 Convention 
to Ritz Carlton 


New YorK—Because of an un- 
precedented number of reserva- 
tions and the unexpected number 
of international advertising ex- 
hibits which will be displayed at 
the first annual convention of the 
Export Advertising Association 
here Oct. 6, it has been necessary 
to transfer the convention from the 
Hotel Biltmore to the Ritz Carl- 
ton Hotel, Madison Ave. and 46th 
St. 

“Hundreds of- delegates from all 
parts of the country and from 19 
overseas nations have registered 
for the convention, and 55 ex- 
hibits have already been booked,” 
Paul Kruming, convention chair- 
man and president of National 
Export Advertising Service, said 
in announcing the shift to the Ritz 


Carlton, 


of the “millions of sets” now in 
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Advertisers Show 
Latest Products 
to Food Editors 


Cuicaco—New food products, 
and new ways of serving the old 
ones, were paraded before news- 
paper food editors here last week 
by more than a score of leading 
manufacturers and industry-wide 
groups. 

The 110 editors, representing 
papers throughout the country, 
were guests at the sixth annual 
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Newspaper Food Editors’ Confer- 
ence sponsored by the American 
Association of Newspaper Repre- 
sentatives. Twenty-two food ad- 
vertisers and allied organizations 
acted as hosts to the visitors at 
a five-day series of meals and 
meetings. 

The conference also provided the 
Great Atlantic & Pacific Tea Co. 
with an excellent opportunity to 
explain its stand in the govern- 
ment’s anti-trust suit (see story 
on Page 8). John C. Brennan, 
secretary of A&P’s midwestern di- 
vision, charged that “the anti- 
trust lawyers are not going to stop 
with A&P” but “are going to go 
after every efficient, low-cost dis- 
tributor until they get the whole 
industry down to the least effi- 
cient and highest-cost basis.” 


a “And make no mistake about 
this,” he added. “Every American 
family is going to foot the bill for 
the elimination of efficient mass 
distribution of the A&P type.” 
There'll be a new entry in the 
frozen food field next week, the 


editors were told by spokesmen for 
the National Cranberry Associa- 
tion, Hanson, Mass., which mar- 
kets Ocean Spray jellied cran- 
berry sauce, whole cranberry sauce 
and cranberry juice cocktail. The 
group is bringing out a new six- 
ounce tin of frozen cranberry juice. 
The frozen delicacy will be intro- 
duced Oct. 10 in New York, Phila- 
delphia and New England cities, 
and will go national as soon as 
possible. 


a Libby, McNeill & Libby, Chi- 
cago, one of the luncheon hosts, 
told the conferees that its frozen 
food division, with two dozen items 
now available in this line, will 
expand distribution this fall to 
Boston, Baltimore, Washington, 
Norfolk and Richmond. Newspa- 
pers and outdoor advertising will 
be used to promote the line. Lib- 
by’s frozen foods were introduced 
in Wisconsin markets three years 
ago, and moved into New York 
last year. 

The company also is testing tele- 


vision and last week started spon- 


sorship of the “Auction-aire” pro-| © 


gram over five eastern video sta- 
tions of the ABC network. The 
program, promoting the full Libby 
line, may be expanded to the full 
video net next year. 

While Libby is “experimenting” 
in frozen foods, D. W. Creeden, 
president, warned that although the 
new industry has a definite place 
in the food picture, “its glamor of 
youth must not cause us to lose 
sight of the more stable, more ex- 
perienced, older but still young 
canned foods industry, which is 
growing, too.” 


w Other participating food com- 
panies included Quaker Oats, Nes- 
tle’s, Staley, Swift, Armour, Wil- 
son, Ralston Purina, Kraft, Hawai- 
ian Pineapple Co., Borden, Vac- 
uum Foods, Lipton Tea and MclIl- 
henny Co., whose Tabasco sauce 
figured prominently in a barbe- 
cue dinner for the editors at the 
Tam-O-Shanter Country Club. 
Cooperating industry groups in- 
cluded the American Meat Insti- 
tute, Nutrition Foundation, Na- 
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READERSHIP, 
LOW COST 


... Average man readership of 

44 percent over a five-year period 
... average cost per man 

reader of only .0170... that’s 

the mark recorded by Standard Oil 
Company of California’s Chevron 
gasoline in a new, five-year, 48-page 
appraisal of consistently effective 
national advertising in Western 
Hometown Daily Newspapers. 


FIVE-YEAR SUMMARY READER STUDIES Now auailable 


Complete data on the high advertis- 
ing readership by both men and 
women, and the cost per reader, are 
now available in a five-year sum- 
mary of the Hometown Daily 
Newspaper Readership Studies for 
1945-1949, all conducted by Dr. 
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Chilton R. Bush, Stanford Univer- 
sity. The summary records the find- 
ings in reader studies of 25 Western 
daily newspapers, typifying all the 
Hometown Dailies of the 11 Western 
States. Included are detailed figures 
on the following classifications: 
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DESIRABILITY QUOTIENT 
OF 
FOUR NATIONAL MAGAZINES 


Besed on on entirely mew susceptibisty per thourend 
derived from reedersiup incidence of all sorts of tng. 


Atlantic 


Note—These findings ore besed on exhoustive impression: de 
veloped by Mass Marketing Media Research Anetysis Tebule on 
Techniques Associates, inc. Member, American Slide Rule |ncti. 
tute, National Society of Dehumenizestion Consultants “ 


READERS—In its current promotion piece, 

Atlantic Report, The Atlantic has some 

fun with readership graphs indicating 
positions of magazines studied. 


tional Dairy Council and the Wine 
Institute, which held a wine tast- 
ing party. 

The meat institute presented 
awards to five of the food editors 
for “outstanding excellence in pre- 
senting news about food,” includ- 
ing Mary Meade, Chicago Tribune; 
Jane Nickerson, New York Times; 
Virginia Cheney, Philadelphia In- 
quirer; Winnifred Jardine, Descret 
News, Salt Lake City, and Mar- 
garet Dillon, Birmingham News. 


Libby Gives Editors 
Food Facts—Plus a 


Condensed Carnegie 


Cuicaco—Libby, McNeill & 
Libby set some kind of record last 
week with the data it provided 
visiting newspaper food editors. 

Libby and other food manufac- 
turers supplied the conferees with 
everything from samples to com- 
plete meals and, editorially, with 
adequate supplies of news releases, 
pictures, brochures, recipe sheets, 
industry reviews and nutrition re- 
ports. Only Libby added _ that 
something extra: a condensed 
“Dale Carnegie’s 14 Day Worry 
Cure.” 

Mary Hale Martin, head of 
Libby’s home economics depart- 
ment, said the company knew that 
not all of the editors would make 
use of the booklet. “If you dont 
need it,” she advised, “give it to 
your boss.” 


20th Century-Fox Opens 
Biggest Single Drive 

Twentieth Century-Fox has ear- 
marked $300,000 to promote its 
“Prince of Foxes.” Said to carry 
the lergest appropriation for 4 
single picture in the company’s his- 
tory, the campaign will appear m 
The American Weekly, Collier's, 
Cosmopolitan, Good Housekeeping, 
Harper’s Bazaar, House Beautiful, 
Life, Look, Modern Screen, Motion 
Picture, Movieland, Movie Life, 
Movie Story, Movie Stars Parade, 
Parade, Photoplay, Puck—the Co- 
mic Weekly, Screen Guide, Screen- 
land, Screen Stories, Silver Screen, 
Redbook, This Week Magazine and 
Woman’s Home Companion. 

Charles Schlaifer & Co., New 
York, is the agency. 


—— 
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is less and less 


@ point 
of sale! 


Time was when these two expressions were synony- 
mous. But no longer. 


-_ Today, self-service stores do two thirds of the grocery YOUNG & RUBICAM, INC. 
business and an increasing share of drug and toiletry ADVERTISING * New York Chicago Detroit San Francisco 
business. Hollywood Montreal Tordnto’ Mexico City London 


_ If you don’t sell your prospect before she gets to the 
store—she’s likely to pick the brand that did sell her. 
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Plan to Experiment 
in Audit of Free 
Copies Clarified 


New YorK—A recommendation 
relating to the auditing of the free 
circulation of ABC papers was ac- 
cepted by the board of directors 
of the Audit Bureau of Circulations, 
and a request for revising the 
boundaries of the Cleveland retail 
trading zone was taken under ad- 
visement a week ago at a meeting 
of the board here (AA, Sept. 26). 

Because of the time of the meet- 
ing, it was impossible for AA to 
carry more than a brief announce- 
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ment which was partially garbled 
in transmission. “As many of your 
readers are interested in the bu- 
reau’s consideration of this sub- 
ject,” Carl Gazley, director of 
members’ relations of ABC, wrote 
AA last week, “and in order that 
they may have the true facts about 
the action that took place at the 
meeting, we believe you will wish 
to give the facts.” 


a The official announcement re- 
leased by ABC on business papers 
is as follows: 

“The board’s committee on busi- 
ness paper forms and practices 
submitted a report on the subject 
of including more information re- 
garding the free portion of the 
circulation of ABC business papers 
in the bureau’s reports. The com- 
mittee reported that Steel and 
Machinery had manifested in- 
terest in the tentative standards 
which have been proposed for 
auditing the free portion of the 
circulation of ABC business papers 


and indicated a willingness to ap- 


ply these standards for the pur- 
pose of exploratory tests. 

“The board of directors accepted 
the committee’s report with in- 
structions to the management to 
negotiate with these publications 
for the purpose of such experi- 
ments.” 

Mr. Gazley said the committee 
did not recommend that audits 
contain more information on the 
free portions of ABC business pa- 
pers’ circulation. 


Taylor Is Principal Speaker 
at Four A‘s Conference 


Henry J. Taylor, author and ra- 
dio commentator, will be the prin- 
cipal speaker at the final dinner 
of the American Association of 
Advertising Agencies’ eastern con- 
ference Oct. 5 at the Park Lane 
Hotel, New York. 

Also scheduled to speak is Clar- 
ence B. Goshorn, Benton & Bowles, 
chairman of the association’s 
board of directors. Attendance will 
be restricted to agency heads and 
rm people from their organiza- 

ons, 


Bendix Fall Ad 
Drive Is Based 
on Price Cuts 


South Benp, Inv.—“The $300 
automatic washer is dead,” said 
Judson S. Sayre, president of Ben- 
dix Home Appliances, last week 
as he simultaneously announced 
price reductions and disclosed fall 
advertising and merchandising 
plans for Bendix washers. 

Bendix’ best seller, the model 
G, has been reduced $45 and will 
sell for $249.50. In April of this 
year, the same model was priced at 
$329.95. The deluxe model also 
has been reduced to $199.95, just 
$10 above the prewar price. 

The Economat, Bendix’ lowest 
price model, which was introduced 
in May and has been advertised in 
newspapers in selected markets 


DEMAND FOR 


HUGE IMMEDIATE 
AND CONTINUING 


TYPES OF MASS 
HOUSING & FEEDING 
PRODUCTS 


O MEET the ever-increasing demands put upon them . . . to 
maintain their physical plants on a practical, economical basis 
. to increase efficiency and sanitation . . . 
of their dining and housing facilities 
personnel relations .. . to perform these and the many other serv- 
ices vital to successful, profitable operation . . . 
agement as a whole has embarked on a gigantic program of 
expansion, remodeling and refurnishing of present structures and 
construction and equipping of new buildings. 
Evidence of this comes from all parts of the country and is con- 


All 


to raise the standards 
. . . to better customer and 


institutional man- 


reach the and i 
“7, specify 


factors in 
which make field: 


© Colleges and Universities 
© Industrial Cafeterias and 


© Airlines 


ee ae ee Magazine and yong A CATALOG ae, 


© Hotels * Asylums, Municipal end 
° ’ 


© Office and Public Buildings 
° wae and YWCA's and 


following insti 
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firmed in the latest survey conducted by INSTITUTIONS Magazine 
among 40,000 mass feeding and mass housing establishments. 
Actually upwards of $9,000,000,000 has been ticketed for projects 
now planned or under way during the current year. This money 
will be expended on products that fall in hundreds of categories, 
the major classifications of which are listed below. 

Here is a market of tremendous proportions which is actively 
and constantly in motion. It’s a market that is ready and waiting 
for your products .. . right now. This is the market which is served 


Re phen tna a Ns 
AER he ee APS Ee Ea 


in all its phases only by INSTITUTIONS Magazine and INSTITU- 
TIONS CATALOG DIRECTORY. If you are not familiar with 
the many ways in which these publications can serve you .. . if 
you want to know how you can obtain your full share of business 
in the institutional field . . . we urge that you Consult Your Adver- 
tising Agency without delay. If you do not have an advertising 
agency write direct. 9 


MAJOR PURPOSES FOR WHICH THIS $9 BILLION IS BEING SPENT 


MAINTENANCE Chinaware, Silverware, RE-EQUIPPING 

and REPAIR japery Fire and Safety 

Paint Bedding and Towels Equipment 

Floor Cleaning Business Machines Kitchen and 

Equipment and Supplies Office Equipment Laundry Equipment 

Maintenance Chemicals Refrigeration 

Maintenance Machines REMODELING Intercommunication 
Heating NEW CONSTRUCTION 

REFURNISHING Air Conditioning Construction 

Furniture lumbing General Furnishings 

Draperies Lighting Food ce and 

Carpeting Structural Changes Other Mechanical 


Lamps 


this summer for $179.95, has been 
on allocation most of the time be- 
cause of the unusual demand. 
Early in September, the company 
added a second shift at the factory 
in an attempt to catch up with 
back orders. 


= Two-color pages will be used to 
promote the entire line of washers 
this fall. On the schedule are Am- 
erican Home, Country Gentleman, 
Good Housekeeping, Household, 
Life, McCall’s, Parents’ Magazine, 
The Saturday Evening Post and 
Woman’s Home Companion. 

Copy will feature one of the 
washers or dryers in use, and the 
other appliances in the line will 
be covered in a separated single 
column within the ads. 

In addition to magazines and 
farm publications—the latter are 
on the schedule for the first time 
—Bendix will boost its products 
to the trade in American Builder, 
Architectural Forum, Practical 
Builder, Electrical Merchandising, 
Retailing Daily and What’s New 
in Home Economics. 


ws As dealers are supplied with 
the new models, a series of factory 
newspaper ads will be run in 
about 131 cities, backed by window 
displays, direct mail pieces and 
folders. 

Since Bendix is selling a variety 
of models, with both the agitator 
and Tumble-Action principles, re- © 
tailers have frequently found cus- 
tomers are confused when it comes 
to making a final choice. To speed 
up the sale and increase customer 
satisfaction in such cases, the 
company has devised a survey 
folder with a list of questions. 

Questions may be answered by 
check marks, and the layout of 
the folder is designed so that a 
large number of answers on the 
right hand column indicates one 
type of washer and a preponder- 
ance of answers on the left side 
suggests another. 


@ Regarding the price reductions, 
Mr.. Sayre said: “Immediately 
postwar, steel and copper, among 
other materials, were in short sup- 
ply and delivery bonuses to sup- 
pliers were commonplace. Now 
that those extra charges have been 
eliminated, our costs have come 
down. And so have our prices. 

“We are convinced as the result 
of the immediate public acceptance 
accorded the Economat that the 
public is ready to buy automatic 
washers when they feel that the 
quality and prices are right. We 
believe our new washers will be 
accorded that same reception— 
for the same reasons.” 
Tatham-Laird, Chicago, directs 
the account. 


Babcox Adds Publication 

Babcox Publications Inc., Akron, 
publisher of Brake Service, Super 
Service, Super Service Data Book, 
Tire Review and Tire Review Con- 
vention News, has added Market 
Growers Journal to its list. The 
Journal, published since 1907, with 
a circulation of 20,000, will be en-> 
— and new features will be 
a 


Direct Mail, a Dormant Gold 
Mine, Says Dean Buckley 


“All businesses are alive with 
direct mail possibilities,” says 
Homer J. Buckley, famous “Dean 

’ of Direct Mail,” 
in new NRB Di- 
rect Mail Manual. 
First of 14 well- 
known author- 
ities, each of 
whom writes 4 
special section of 
the Manua i 
Buckley gives @ 
10-point guide to 
D. M. profits. He 
tells how ft0 
budget, merchan- 


H. J. Buckley 


aity. and use direct mail success 
f 
(Cont,, See Ross Photo, Pg. 16) 
[Advertisement] 
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How to go home in Philadelphia 


You’re in in The Bulletin, as the saying goes. 


As for instance: in a typical block of Friendship Street in Northeast 
Philadelphia, The Bulletin is an essential part of family life in 46 
of the 53 homes. And for the city ‘as a whole, it’s solid with over 4 
out of 5 families. 


We’re speaking now of coverage in the nation’s third market, a trading 
area inhabited by four million; and more than most cities, a city of 
homes. We’re speaking of a medium of vast influence over the spending 
of family funds. We emphasize— The Bulletin goes home, stays home, 
is read by the entire family ... both evening and Sunday. 


In Philadelphia 
nearly everybody reads 


The Bulletin 
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Westinghouse TV 
Sets to Be Pushed 
in Newspaper Drive 


Sunsury, Pa.—Home Radio di- 
vision of Westinghouse Electric 
Corp. has started a concentrated 
newspaper campaign in 50 to 60 
cities to promote its television sets. 

The drive, the first national 
newspaper promotion for the radio 
division since spring, is handled 
by Fuller & Smith & Ross. Selling 
theme is “Big picture television at 


A Ss. TERS, 
5 <2llahons’ 


RADE AND CONSUMER PUDSICATROMO 
EMPIRE STATE BUILDING 
NEW YORK 1 ° LONGACRE sie 


if 


small picture price.” 

This fall push involves expendi- 
tures of approximately $500,000 
for advertising and promotion. 

Westinghouse sales policies were 
revised during the summer. Among 
the innovations was a 60-day price 
protection guarantee for distribu- 
tors. 

Television sets are sharing com- 
mercial time, along with other 
Westinghouse products, on Ted 
Malone’s daily radio show over 
ABC and on “Studio One,” telecast 
weekly over CBS-TV. Both shows 
are placed by McCann-Erickson. 


Offers Publicity Course 

The Publicity Club of New York, 
starting Oct. 11, is conducting a 10- 
week elementary survey course. 
Lectures will be held each Tuesday 
evening from 79 p.m. through 
Dec. 13. The charge for the com- 
plete course is $10. An advanced 
course will be conducted this 
spring. 


Dailies, Radio 
Introduce Brisk 
in Midwest Area 


Campaign Includes Copy 
in More than 30 Cities 
for Wax Fabric Finish 


RacinE, Wis.—S. C. Johnson & 
Son barged into the highly com- 
petitive laundry starch market 
last week with a newspaper and 
radio campaign for its wax fabric 
finish, Brisk, in four midwestern 
states. 

Housewives will be sold on the 
merits of Brisk during coming 
months with 1,000 and 600-line 
newspaper ads in more than 30 


cities, generous use of spot radio, 
and cut-in “tags” on the “Fibber 
McGee and Molly” Tuesday night 
show on NBC. 

Copy will run in cities in Lil- 
inois, Wisconsin, Iowa and Indi- 
ana, in what Johnson considers 
its “Chicago marketing area,” and 
while the campaign has graduated 
from the test stage, Brisk will not 
go national until an as yet un- 
announced future date. 

Johnson introduced Brisk with 
test newspaper and spot radio ad- 
vertising just a year ago in Rock- 
ford, Cedar Rapids, South Bend 
and Fresno. 


ws Introductory 1,000-line copy in 
the Chicago Tribune and Mil- 
waukee Journal promises house- 
wives that they will find Brisk 
“better than starching in four won- 
derful ways” and offers them a 
money-back guarantee. The pro- 
duct, Johnson says, gives dresses 


AB 


NY WAY YOU LOOK at San Jose, orchards frame 
the picture. This busy canning community is another 
juicy market for you via ABC...one of 42 coast cities big 
and small in the “50%-plus” BMB penetration column. 
(80% of San Jose’s radio families are ABC fans.) 


AN’T CALL Modesto’s commercial activity mod- 
est! It ranges from milk production to wineries. 61% of 
Modesto’s radio families like ABC. In fact, (says BMB) 
ABC gives primary coverage of 96.7% of all coast radio 
families... at famous ABC low prices. 


7 IG TIMBER BOOMS business in bustling Everett. 


Its busy citizens are not too busy to have the ABC habit, 


though .. 


-which makes ’em just like practically every- 


body else on the coast. Because 84% of Everett’s radio 
families tune regularly to ABC, says BMB. 


On the coast 
you cant get away from 


AB 


FOR COVERAGE.. 


( 


. ABC’s booming Pacific network 


delivers 228,000 watts of power—44,500 more than the 
second-place network. This power spells coverage— 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was *? 9% or better both day 


and night. 


FOR COST...a half hour on ABC’s full 22-station Pacific 
network costs only $1,228.50. Yet you can buy as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audience-building promotion 
that helps slice the cost-per-listener. 


Whether you’re on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


New Yorx: 30 Rockefeller Plaza « CIrcle 7-5700—Derrorr: 1700 Stroh Building - CHerry 8321—Cueaco: 20 N. Wacker Drive . 
DElaware 1900—Los Ancetes: ABC Television Center- NOrmandy 3-3311—San Francisco: 155 Montgomery St. - EXbrook 2-6544 


sags 


Johnson & Son in- 
guarantee of satis- 
faction for its wax fabric finish, Brisk, 


GUARANTEED—S. C. 
cludes a money-back 


in this introductory 1,000-line, newspo- 
_ per copy in midwestern cities. Spot radio 
also is being used. 


“that wonderful finish and body 
they had when brand new”; gives 
shirts “that crisp look without that 
scratchy feel”; assures clothing of 
that “8 o’clock freshness” all day 
long, and cuts 15 minutes out of 
every ironing hour. 

This “miracle fabric wax” re- 
tails at 39¢ a pint, considerably 
more than grandma used to pay 
for her home-cooked laundry 
starch, and Johnson isn’t kidding 
itself about the sales job it must 
do to convert users to Brisk. The 
bottle label itself says that Brisk 
“replaces oldfashioned starching,” 
and ad copy points out that the 
product is highly concentrated, and 
hence economical. Ease of use also 
is stressed. 

Newspaper color will figure in 


*|the present campaign, with two 


four-color pages: scheduled for the 
Chicago Tribune Oct. 11 and Nov. 
1, and a similar page in the Oct. 
11 Milwaukee Journal. 


s Brisk was previewed at a spe- 
cial demonstration held at the com- 
pany’s main plant here recently, 
when home economics editors of 
newspaper and radio stations 
toured the factory and watched 
the Brisk manufacturing process. 
Brisk is produced with stainless 
steel equipment, under bacteria- 
free conditions, in spotless tile 
rooms. 

Lucile Bush, Johnson’s_ con- 
sumer education director, who di- 
rected the demonstration, probably 
will go into the field later to 
spread the story of the new-type 
laundry finish directly to the con- 
sumer. 

Brisk combines “special starch- 
ing elements” with the fabric wax, 
Drax, which Johnson developed 
during the war years. Drax, a stain 
and water repellent for fabrics, 
was tested in the consumer market 
several years ago and still is sold 
in West Coast stores. Biggest Drax 
users, however, are textile mills, 
laundries and dry cleaning estab- 
lishments. 

Needham, Louis & Brorby, Chi- 
cago, handles the Johnson account. 


Names O’ Rourke Agency 

John O’Rourke & Associates, San 
Francisco, has been named to di- 
rect the advertising of the Citizens 
Committee for Better Recreation, 
San Francisco. 


Burgoyne Appoints Two 

William V. Masterson has been 
appointed research director and 
Henry K. Capbell, field manager 
of Burgoyne Grocery & Drug In- 
dex, Cincinnati. 


IF YOU USE CAR CAKDS 
Send for FREE Somple 


SARDISEL Ay; 


IQUE POINT. OF- 
CAR-CARD HOLE 


CARDISPLAY oO. 
1004 MAROUET'E AVE, MINNEA 
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aves A LOT 0 2, 


On IMPORTANT 


TO TALK TO THE 
PEOPLE WHO CAN 


oF 


YOUR PRODUCTS- 


E VERY retailer knows that in his own community there are large-spending groups, 
medium-spending groups and minimum-spending groups. 


He naturally wants to attract as many of the total as possible, but certainly the larger- 

spending groups represent the most desirable and profitable customers for him. 

yo is why the Chicago Daily News holds such an outstanding position among 
advertisers in the Chicago market. It reaches into the HOMES of those who have many wants, 


plus the means to satisfy those wants. 


Yes, It Takes a Lot o’ Buyin’ to Keep Good Homes a’ goin’ and advertisers are in- 
deed fortunate in having this one medium that numbers CHICAGO’S MOST IMPOR- 
TANT MILLION as its reader friends. 


4 ND when you consider that this great Chicago market is equal to the combined 
cities of Cleveland, Cincinnati, Indianapolis, St. Louis, Kansas City and Minneapolis, you realize 
further what a really important and economical medium the Chicago Daily News is for you. 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher — 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE: Herald Building, Miami, Florida 
624 Guaranty Building rei ae 
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A&P Continues Its 
Ads on Anti-Trust 


New York—Atlantic & Pacific 
Tea Co. continued its informative 
campaign to consumers against 
anti-trust litigation last week with 
a new advertisement in 2,000 news- 
papers across the country. Titled 
“Why do they want to put A&P 
out of business?” the full-page ad 
pleads guilty only to the charge 
of stepping up efficiency to give 
customers more food for their 
money. 


SEL L 


Put your sales message en signs that 

ere talked about and remembered 

PAINTED DISPLAYS ¢ NEON SIGNS 
* CHOICEST LOCATIONS « 


STERLING } NEON SIGN CO. 
2706 Collin m 11. Texas 


SPECTACULAR SIGNS BY 


STERLING. 


A&P reported a flood of endorse- 
ments from housewives, farmers, 
manufacturers and labor leaders 
in response to the preceding week’s 
full-page message titled “Why do 
they want to put A&P out of busi- 
ness?” 

Anti-trust lawyers of the De- 
partment of Justice, anti-trust di- 
vision, filed a petition in New 
York’s federal court Sept. 15 to 
compel A&P to divide its retail 
activities into seven chains and to 
divorce itself from any part in the 
manufacture or processing of food 
products sold in A&P stores. 


a A&P first came face to face with 
anti-trust charges in Dallas, on 
Feb. 13, 1943. The Department of 
Justice later dropped the Texas 
action to file a new case at Dan- 
ville, Il1., in 1944, and the company 


| was found guilty in 1946. 


When A&P’s appeal of the Dan- 
ville case came before the federal 
court of appeals for the 7th district 
in Chicago in January this year, 
the original decision was upheld, 


but no ruling was made to change 
A&P’s conduct in its future busi- 
ness activities. 

Paris & Peart, New York, has the 
account. 


COMPETITOR HELPS 

Boston—“Too big for whom?” 
asks one of the Atlantic & Pacific 
Tea Co.’s New England competi- 
tors in relation to the government’s 
suit being brought to break up 
A&P. 

Over the signature of Sidney R. 
Rabt, chairman of the board, Stop 
& Shop supermarkets declare in 
local newspaper advertising that 
they have competed successfully 
with A&P for 34 years. 

“.,.We don’t think they’re too 
big to give us the competition we 
and other food retailers need. We 
like to feel we’re giving them quite 
a bit of competition, too,” the ad 
continues. 

Mr. Rabt points out that compe- 
tition is as good for the customers 
as it is for retailers. ‘“We’re able to 
shave a penny or two off A&P 


prices by planning just a little bit 
better and working just a little 
bit harder.” 

Declaring competition to be the 
life blood of the American system, 
the ad ends by saying, “Yours for 
a continuation of the American 
free enterprise system, that there 
may be more for all.” 


Gillette to Promote 
Ad Council Projects 


Gillette Safety Razor Co., Bos- 
ton, will devote a part of its com- 
mercial time on the broadcast- 
telecast of the 1949 World Series 
to Advertising Council public ser- 
vice projects. Maxon Inc. has ar- 
ranged announcements for forest 
fire prevention, better schools, 
Community Chests and American 
economic system campaigns. Other 
public service drives will be plug- 
ged if the competition lasts past 
the minimum four games. 

Radio coverage is being carried 
over Mutual and additional sta- 
tions. All inter-connected televis- 


ion stations have been offered the}. 


four-network pooled telecast, but 
with»ut payment for their time. 


tarting October 9th in the 
TOLEDO SUNDAY BLADE 


Two locally-edited M. AgAzINe Sections 
...and a brand-new EXTRA Tabloid 


Comic Section 


Magazine features will now be concentrated in The Blade’s 
own locally edited color-roto ‘‘Pictorial’’ and in a standard size 
**Magazine’’ Section. 

The ‘‘Pictorial,’’ a big, lively, handsomely printed magazine, 


and the standard newspaper size 


magazine sections carried by The Sunday Blade. 
Addition of the completely new Tabloid Comic Section 


will make a total of 20 pages of America’s best comics. 


It all adds up to a greater Sunday Blade 


‘**Magazine’’ will be the on/y 


THE TOLEDO SUNDAY BLADE 


Represented by Moloney, Regan and Schmitt, Inc. 


First in Video 
Sales, Admiral 
Campaign Boasts 


Cuicaco—Admiral Corp. last 
week launched a “first in tele- 
vision” campaign in national mag- 
azines and added a second network 
video show in an expanded fal! 
advertising drive. 

The magazine schedule, to run 
until mid-December, includes 
space in The American Weekly, 
Better Homes & Gardens, Collier’s, 
Look, Parade, Puck—the Comic 
Weekly and Time. Four-color copy 
will be used, mostly in full pages, 
to proclaim that Admiral is “first 
in television,” that “one out of 
every two television combinations 
sold is an Admiral.” 

The company plans to sponsor 
“Lights Out” on the NBC video 
network, Mondays at 9-9:30 p. m., 
EST, adding this program to its 
televised “Stop the Music” on the 
ABC network Thursdays at 8-8: 30 
p.m., EST. 


a Seymour Mintz, Admiral’s ad- 
vertising director, said the com- 
pany will spend $300,000 during 
the final quarter of ’49 advertising 
its television, radio and phono- 
graph combination sets. The figure 
is a 25% boost over the funds in- 
vested on this line at the same 
time last year. 

Industry figures, he said, show 
that during the first six months of 
1949, Admiral alone handled 57% 
of all production of combination 
sets, as well as 25% of video sets 
of all types. Necessary materials 
for stepped-up production are 
available, but full capacity has al- 
ready been reached in available 
plants. 

Starting magazine copy in the 
fall campaign features two tele- 
vision models, a ““Three-Foot Home ;: 
Theater” at $399.95 and a smaller 
set without radio or phonograph, 
at $299.95. The company aiso has 
announced two new low-priced TV 
receivers, retailing at $169.95 and 
$199.95. All sets are to include a 
new built-in directional antenna, 
which Admiral will promote un- 
der the name, “Roto-Scope.” 

Cruttenden & Eger, Chicago, 
handles publication advertising for 
the Admiral line, while Kudner 
Agency is in charge of the video 
shows. 


Truckers Launch 
Newspaper Drive 


WasHIncTon—A new institu- 
tional campaign in defense of the 
trucking industry was launched 
last week by the American Truck- 
ing Associations in newspapers in 
every state. The series of 1,000- 
line ads will run monthly in news- 
papers in about 100 cities for the 
remainder of this year and “well 
into 1950.” Biow Co. is the agency. 

To carry on this campaign, the 
ATA reportedly has upped its bud- 
get from $250,000 to $300,000. 

Copy in the current ads cites 
numerous statistics in support of 
the premise that trucking is vital 
to the maintenance of America’s 
present living standard. The state- 
ment is made that next to agricul- 
ture the trucking industry is “the 
largest direct employer in Amer- 
ica, giving jobs to 5,014,000 per- 
sons.” 
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a _ ENGRAVING COMPANY 
208 S. STATE ST. ST. JOSEPH, MICH. 


PHOTO ENGRAVING - ART-COPY-LAYOUT 
A ONE COLUMN CUI OR A 


COMPLETE COLOR BOOKLET 
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CORONET DELIVERS 
; MOST BUYERS cision PER DOLLAR 


r Multiple readership? You know a AVERAGE 
r magazine like Coronet has it! (And Cine. PER 
§ independent research findings prove : AVERAGE DOLLAR 

; it.) BUT. ..maybe you're a bit fed tne 
5 up with the big, fuzzy phantasma- Circulation page rates) 
e goria of readership claims. Like to LIFE ............ 5,317,794....224 
a start with old-fashioned paid circu- §, E, POST....3,873,486....242 


— records? Like to continue with 
obvious next step — circulation 
per dollar? You're talking Coronet’s LOOK. ..645... 2,891 ,644....241 
language! CORONET 2,568,511..449 


Yes! Coronet delivers almost twice as much net-paid-circulation- _ 
per-dollar as any of the four other mass-circulation magazines! 


COLLIER’S ....2,984,434....265 


x 


VER BEFORE has a major, mass- 
circulation magazine dared to guaran- 
tee its own advertising power, and the 
responsiveness of its readers, in such un- 
compromising terms. 
Either Coronet proves to be the 
most powerful selling force 
among the great national maga- 
zines — “most powerful” as 
measured by the only direct 
effectiveness yardstick known to 
advertising — or your money 
back. It’s as simple, and as revo- 
lutionary, as that. 
But if you consider buying this page as a 
gamble, our best advice is: “don’t.” 
We know that we'll seldom, if ever, 
lose. We have file after file of proof that 


'Coronet’s multi-million readers see 


Coronet advertising, believe in it, act on it. 

Why? Because the relationship between 
Coronet and its readers is something 
deeply different from that of the entertain- 
ment magazines. Yes, and we’d change 
that “different” to “unique” if it weren’t 
for one other magazine that evokes in its 
readers the same kind of confidence and 
loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Many magazines—including those fine 
and respected leaders, Life, Look, Post and 
Collier’s—are “edited for the family.” But 
Coronet and its elder brother, Reader’s 
Digest, almost literally join the American 
family. They share the family’s living phi- 
losophy, its innate courage and basic good- 
ness, its automatic reaction to real life 
stories of inspiration and achievement, its 
love of America and what we still choose 


Because it’s a 4  —_ 
j O lea ae 


Trusted “Friend 
of the Family”. . . 


: TAew eR ne eS We So 
ne See ae eres 


net; 


to call the American Way of Life. Both 
Coronet and the Digest devote page after 
page to articles of service to the family. 
(Did you know that Coronet has a higher 
percentage of family service pages than 
most women’s service magazines devote to 
similar articles for women only?) 


Both magazines are clean, cover to cover 
and issue by issue. In this bewildered era 
of the atom and anarchy, Coronet’s out- 
look on the future of country and home is 
precisely the outlook of the American 
family: an intelligent optimism that the 
people’s will to happy and constructive 
lives will prove stronger than the old, 
blind urge towards destruction. 

People believe in Reader’s Digest and 
Coronet, as they believe in a trusted friend 
of the family. ; 

They’re different magazines because 
of it. 

They’re stronger for it. 

Reader’s Digest does not accept adver- 
tising. Coronet does. It does as a duty to 
advertisers—to give them the benefit of its 
intimate relationship with the American 
family. So today, Coronet is the only me- 
dium offering to advertisers this intangible 
but very provable power of reader-confi- 
dence. 

Today, Coronet makes this dar- 
ing, unprecedented challenge: 
prove this unique selling power 
with your own advertising—on a 
money-back guarantee. 


Today, you can’t lose. Today, you can win 
the most eagerly responsive family market 
in America, the 2,500,000-circulation mar- 
ket that is Coronet. Today! 


betel 


It’s Advertising’s 
Most Powerful 
Mass Magazine 
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O advertising man ever minded making his ad more 
exciting to more people. No treasurer ever objected 
to getting more for his company’s money. 


= So, after you’ve packed all the excitement you can into 
ped your next campaign...put it in the medium where it will 
aS excite more readers per dollar than anywhere else. 


Put it in PUCK, The Comic Weekly . .. the Most Power- 
ful and Exciting sales force in America. 


What’s Exciting about Puck? 


First, it’s an exciting buy. 8,375,472 families .. . 17,790,000 

adults... and millions more youngsters — in 7,000 communi- 

— ” ties that account for 83% of all sales! At a cost of only 37 cents 
| on the dollar, compared to major magazines! 


No wonder it’s America’s most powerful sales force. 
But it’s also America’s most exciting sales force! 


For Puck doesn’t just expose readers to your message... 
it excites them to read it with both eyes “Pop-eyed”! 


Why? Because the excitement of our All-Star Cast of 
Comics follows through into your advertisements. 


For example, Lifebuoy ran the identical advertisement 
shown here both in major magazines and in Puck. Same 


headline, illustration, copy. Merely layed out the same maga- 
zine ad to fit Puck. 


Here, on a reader-per-dollar basis, are the results: 


(Based on Starch Readership Figures) 

Noted Seen- Associated Read Most 
Puck . . 7 ° - e . 688 . * . +. 646 . * . 319 
Deans Bs) as iy ig ee ey 6 te ae, 
eee Os eS 3a ee es ane el ce 


Isolated case? By no means. We'll be glad to put into 


— 


- how to get 


I? 


into your ads - 


without exciting the treasurer! 


through into people’s lives. 


where but in the exciting pages of Puck. You can’t miss it 
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your hands a whole booklet of similar case histories, on both 
readership and sales, of leading national advertisers. 


These success stories are hard to beat — but not hard for 
you to duplicate in Puck. 


Not when you understand why the excitement of Puck’s 
living editorial characters follows through into your ads. 


Not when you remember that Popeye put spinach on 
grown-up’s menus... Jiggs put corned beef and cabbage on 
fancy restaurant tables... Flash Gordon put upswept hair- 
do’s on wide-awake women. 


For these Puck characters have a national following. 
The excitement that follows them doesn’t stop with the last 
picture. It carries through into your ads, just as it carries 


_ You can’t get this degree of excited follow-through any- 


when your advertising shares pages with the Most Powerful 
and Exciting Sales Force in America. ' 


THE COMIC WEEKLY > 


America’s Most Powerful end Leng «10 Force 


ABC CIRCULATION MARCH 31, 1949: 8,375,472, 7 
INCLUDING PHILADELPHIA BULLETIN ; 


The Only NATIONAL Comic Weekly 
A Hearst Publication . . .63 Vesey St., New York; Hearst Bldg., Chicago 
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1€ YE TRAIPSE OFF, PAW, 
DONT FERGIT TO SHET 
TH’ WINDERS 


I GOT A FEELIN’ Fi 

TM GONWA LATCH ON 7) 

TO A GRANDPAPPY ! 
SNOFFY 


TH SETTLEMINT. 


f D catadliic-cmcanntiieesecenitcsennntneensanetaand 


THE LONE 
RANGER 


AND HURRICANE 
JONES, TOO ! 
SS 4 


NOT ONLY HIM, 

BUT HIS MASKED 

PARTNER AN’ 
D@C WHIMPLE 


ARE YOU SURE EF 
IT'S. HURRICANE 


NO SHOOTIN’ UNLESS 
THEY START IT! 1 
WANT THOSE GUYS 
mee: 


WAITING 
FOR YOu 
SHERIFF / 


i TAKE A LOOK AT 
THAT / 


' THATS GREAT 


NOW, SHERIFF, LISTEN TO DID YOu / UURRICANE 


ME. WHEN 1M THROUGH HEAR THE SHERIFF 1S DEAD. THE NEWS. FROM 
TALKING, DOC WHIMPLE NEWS ? SAW SHERIFF'S NOW ON T'LL 
WILL Hive A FEW THINGS HIS GRAVE 


HAVE CLEAR 
“SAILING! ¢/. 


LAST NIGHT. 


a WE NENT seneial 
i a @. 1 


"ONE Th LE WHISPER AND MY VACATION WAS SPOILED { 


AN ADVERTISEMENT FOR LEVER BROTHERS CO. 
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_ #1 felt pretty bod about the whole thing, 


"They were about me! | never wos 
Neate ibe nage Then | got thinking.’8.O."is offensive. And it 


s© embarrassed. My whole vacotion was spoiled 
as | just couldn't face those people again. | threw 
my bogs in the car ond heoded back to town,” 


ae hempiiad ik heads'tes very tow Boe . 
. others at the toble were friendly when | sat down. 
But soon | felt a change in them. Then as they left 

_ tae salite Theaed that whieper . 6.0.1" 


HOW TO Tests prove that Litebuoy not | 
STEP UP. but that you can build 
PROTECTION | «8.6." by bathing with Life 
AGAINST 'B.O. ‘ 


“$e 1 got some Lifebvoy—ond | use it. 
every day! | like Lifebuoy's rich lother... 
the way i! leaves you extra clean... sure better in business. Everybody should reolize 
‘of long-lasting protection agginst ‘B.O.1” | | that it doem't poy to toke chances with 'B.O. 


“" wasn't long untill | noticed o big change. 
People were more friendly. | seemed to get along 
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How Good Are We As Importers? 


Americans have always been export-minded, and so the recent de- 
valuation of the British pound and the currencies tied to it has fo- 
cused attention on the increased problems which this poses for 
those selling their products in foreign markets. But it should also 
awaken increased interest in the important role in world economic 
affairs which can be played by our importers. 

Paul Hoffman, head of ECA, which is distributing Marshall Plan 
funds to the countries of Western Europe, has emphasized the ne- 
cessity for upping imports of their goods to two or three billions a 
year. This amount of imports, plus the “invisible imports” repre- 
sented by the expenditures of our nationals abroad, is the key to 
the solution of the problems inherent in the so-called dollar shortage. 
The latter exists only because we have not yet made up our minds 
to accept payment for our exports in goods and services rather than 
dollars. Unless we intend to subsidize exports permanently, a ruinous 
procedure, we must take our place as a creditor nation and accept 
payment for our goods in something other than dollars. 

If our merchants and other distributors decide to import goods 
on the scale which will be necessary, the lower prices at which they 
will be available, at least temporarily, as the result of devaluation, 
will create an opportunity to introduce them on much more favorable 
terms than have existed recently. Of course it is entirely possible 
that the inflationary pressures created by devaluation, with demands 
for higher wages and price increases, will soon dissipate the ad- 
vantages created in world trade by reduction of currency values in 
terms of the dollar. 

Unfortunately, British manufacturers seem not to have the pro- 
motional know-how and advertising temperament needed for suc- 
cessful merchandising in a market as competitive as the United 
States. Government red tape may also continue to impede efforts to 
spend dollars in this country to promote sales of their goods. But 
perhaps with the aid of keen merchandisers who recognize the need 
for giving good quality imported goods a place on their shelves, we 
may awaken more interest on the part of buyers in both trade and 
consumer areas in increased purchases from abroad. 


- Paris in the Fall 

“What does Paris say?” 

This is the question which has been uppermost in the minds of 
fashion editors and apparel manufacturers and merchants since the 
leading French couturiers opened their collections to the eager stu- 
dents of fashion trends for the new season. 

The fashion business is a world of its own. The approach made 
by the designer in any other field, who seeks to provide new beauty, 
new utility and new value, is conspicuous by its absence in the field 
of women’s clothes. Of course the fashion designer utilizes the new 
and beautiful fabrics which the textile industry may have made 
available to him, but in line and decoration his ideas are likely to 
be completely unrelated to anything except change. 

That, of course, is all-important, for it is change that creates ob- 
solescence and stimulates demand. Within reason, that is a great and 
wonderful thing. Unfortunately, not even the female anatomy pro- 
vides any limitations on the designs which Paris continues to offer, 
since the emphasis this season, the experts tell us, is on the flat 
chest, the slim, boyish figure and even a less than feminine coiffure. 

Paris is a great name to conjure with, but like some of the ancient 
idols, its day may pass. We are sure that American designers, using 
American materials and American women as their inspiration, could 
do a lot. better. 


1949, Sun and Times Co, 
9- ore 


—Lichty, Chicago Sun-Times 


“| tried so hard to be a good wife, Judge... joined bridge we women’s clubs, 
attended bargain sales, listened to soap cperas. 


What They're Saying 


American Products Abroad 


It was interesting to me to see 
the difference in the distribution 
and market penetration attained 
by different American products. 
By looking in the store windows 
you quickly see the efficiency 
(or lack of it) of various export 
departments. I was impressed by 
the terrific job done in Italy by 
Coca-Cola. I was in Rome last 
year when they celebrated the 
opening of the first bottling p’ant 
there and, consequently, was 
amazed this year at the extent of 
Coke advertising and familiarity 
of the populace with the drink. It 
is fast becoming the national soft 
drink. None of the native soft 
drinks compare to Coke for gen- 
eral distribution and acceptance. 
They even have yellow and red 
Coke gondolas plying the Grand 
Canal in Venice, serving the retail 


‘outlets. . 


On the other hand, one still sees 
some American products adver- 
tised in stores, on billboards, and 
on road signs, in English, and 
with American slogans. Shame! 


Shame! 

—Irving B. Hexter, president, In- 
dustrial Publishing Co., Cleveland, in 
his house organ, “One Publisher’s 
Viewpoint.” 


Sample, Key to ‘50 Census 

A basic methodological change 
has been made in the 1950 census 
without which the present scope 
of the census could not possibly 
have been maintained. Census op- 
erations have also been affected 
by inflation. Cost factors have 
more than doubled and the num- 
ber of persons and families has 
greatly increased since 1940. The 
vast sum of over $85,000,000 for 
the population, housing, and agri- 
culture censuses would not in itself 
make possible, under present con- 
ditions, the duplication of the 1940 
census program. The Bureau of 
the Census therefore was faced 
wiih the choice of greatly reducing 
the scope and content of the census 


zation of sampling to maintain a 


subject coverage comparable to 


schedules or of increasing the utili- |’ 


that in 1940. 

With the advice of our many 
consultative groups the bureau 
chose the latter course. In conse- 
quence, for the first time in census 
history a considerable portion of 
the information which will be 
made available for the small areas 
of the United States, that is coun- 
ties, cities, and even census tracts, 
will be based on a sample. The 
sample will be an unusually good 
one with the sampling error small 
enough to be entirely satisfactory 
for most conceivable administra- 
tive uses. To begin with, the sam- 
ple will include 20% of the total 
population, families, and dwelling 
units in the United States. This 
admittedly is a gargantuan sample 
by most standards including as it 
does approximately 30,000,000 per- 
sons. The sample, as in the 1940 
census, will be selected through 
predesignated lines on the popula- 


‘tion schedule. In the housing cen- 


sus it will be achieved through a 
rotation of some of the questions 
on the housing schedule. Inflated 
sample figures will be published 
together with indications of the 
sampling error that will permit 
the use of the data with complete 
confidence for practically all pur- 
poses. 

—From a speech by Philip M. Hauser, 

Director, Bureau of the Census, De- 

partment of Commerce, before the 


New York chapter, American Mar- 
keting Association. 


More in Distribution 

Few people are aware that dis- 
tribution is now one of the major 
parts of the American economy. 
Some authorities estimate that dis- 
tribution provides employment for 
more than half of the U. S. work- 
ing population. This may be high, 
and no better estimate is possible 
until the government completes 
the current census of business. 
However, it is certain that more 
people are now engaged in dis- 
tribution than in manufacturing 
or farming, and that the number 
is increasing steadily. 
—From a statement by William Rey- 
del, partner, Newell-Emmett Co., New 
York, and chairman of the Four A’s 


committee on government, educater 
and consumer relations. 


Advertising Age, October 3, 1949 


Rough Proofs 


The Creative Man says Ford 
has the best advertising but Chev- 
rolet sells the most cars. 

In the motor car field they 
haven’t yet adopted the _M-G-mM 
slogan, “Ars gratia artis.” 


Of course it’s just possible that 
Chevrolet’s advertising has had 
something to do with the public’s 
impression that it’s the No. 1 buy 
in what is euphemistically referred 
to as the low-price market. 

e 

With Buick and Packard getting 
their prices down to where they 
just about touch the lowest-priced 
jobs, the bewildered customer be- 
gins to realize that the great names 


of motordom are really interested 


in him. 
* 


The Vari-Typer operators who 
kept the Chicago newspapers in 
business for nearly two years have 
been invited to seek other jobs, 
now that the linotypers are de- 
livering hot metal again. 

They’ll be gone, but not for- 
gotten. 


Marshall Adams says the maga- 
zines aren’t interested in having 
their pulling power studied and 
analyzed. He must have been read- 
ing those sassy Coronet ads. 


In recounting the exploits of the 
venerable but not aged Bernarr 
Macfadden, AA tried to gild the 
lily by suggesting that he was 
once the publisher of the Detroit 
News, which happens to be pretty 
venerable itself. 


Gladys the beautiful receptionist 
says she sees some advertisers re- 
fer to themselves as ethical, and 
she thought the Better Business 
Bureaus and the FTC had per- 
suaded everybody to be good. 


“Madman” Muntz is trying to 
apply the same kind of merchan- 
dising psychiatry to selling tele- 
vision sets as, used automobiles, 
and so far has succeeded in making 
most of his competitors and the 
Better Business Bureau mad. 


ABC business publishers have 
some very definite ideas about 
auditing free circulation, and they 
seem to have sold them success- 
fully to almost everybody except 
the directors of the ABC. 


“Experienced, proven magazine 
publisher, workhorse with ideas, 
now seeks new job,” the classified 
ad says. 

Whatsamatter, did he work him- 
self out of the old one? 


A “darned good copywriter” 
looking for a new connection says 
he’s not only a writer but a think- 
er. 

Maybe there’s a difference. 


Argosy Magazine offers a plan 
“to help G.I.s spend $2,800,000,000 
wisely before they cash theif 
checks.” 

Don’t worry—plans for spend- 
ing the dough have already been 
completed by the G.Ls’ gals. 
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figures prove that in PHILADELPHIA the 


@ 


In the first 8 months of 1949 : 
THE PHILADELPHIA INQUIRER 
PUBLISHED MORE THAN 
21,700,000 LINES , 
OF ADVERTISING” 3 


This is the largest volume ever published by any Philadelphia 
newspaper in a similar period in any year ... and is 3,630,000 
lines greater than the 2nd newspaper published. 


*Source: Media Records 
Both the Inquirer and 2nd paper publish 7 days 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia MAnquirer 


- Exclusive Advertising Representatives: 


n TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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Still the best mousetrap... 
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*And forty-nine other CBS adver- 
In all advertising, there’s only one medium where one tisers reach their customers... 


advertiser reaches over half the population of the country... pennies: i Senne ae 


week out...at an average cost of 


21,000,000 families! ... with one program in one month. siiecstaiaia ted ws hiiaad 


He does it with Network Radio...on CBS. 3 people: the lowest cost of actual 


“advertiser circulation” in all 


The Columbia Br oadcasting Sy. stem advertising today. 
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How Good Are We As Importers? 


Americans have always been export-minded, and so the recent de- 
valuation of the British pound and the currencies tied to it has fo- 
cused attention on the increased problems which this poses for 
those selling their products in foreign markets. But it should also 
awaken increased interest in the important role in world economic 
affairs which can be played by our importers. 

Paul Hoffman, head of ECA, which is distributing Marshall Plan 
funds to the countries of Western Europe, has emphasized the ne- 
cessity for upping imports of their goods to two or three billions a 
sear. This amount of imports, plus the “invisible imports” repre- 
sented by the expenditures of our nationals abroad, is the key to 
the solution of the problems inherent in the so-called dollar shortage. 
"he latter exists only because we have not yet made up our minds 
to accept payment for ovr exports in goods and services rather than 
dollars. Unless we intend to subsidize exports permanently, a ruinous 
procedure, we must take our place as a creditor nation and accept 
»oyment for our goods in something other than dollars. 
| If our merchants and other distributors decide to import goods 
on the scale which will be necessary, the lower prices at which they 
vill be available, at least temporarily, as the result of devaluation, 
vill create an opportunity to introduce them on much more favorable 
erms than existed Of course it is entirely possible 
that the inflationary pressures created by devaluation, with demands 
price increases, will soon dissipate the ad- 


have recently 


‘or higher wages anda 


vantages created in world trade by reduction of currency values in 


terms of the dollar 


Unfortunately, British manufacturers seem not to have the pro- 


motional know-how and advertising temperament needed for suc- 


cessful merchandising in a market as competitive as the United 


States. Government red tape may also continue to impede efforts to 


spend dollars in this country to promote sales of their goods. But 


perhaps with the aid of keen merchandisers who recognize the need 


mported goods a place on their shelves, we 


yuality Th} 


interest on the part of buyers in both trade and 


for Ziving g00c0 
may awaken more 
increased purchases from abroad. 


consumer areas in 


Paris in the Fall 
“What does Paris say 
This is the 


fashion editors an 


which has been uppermost in the minds of 


nanufacturers and merchants since the 


jue stor 
ad appare! 


opened their collections to the eager stu- 


, 


leading French vutu 


riers 
trends for the new season 


a world of its own. The approach made 
who seeks to provide new beauty, 


dents of fashior 
The fashior isiness is 
by the designer in any other 


F. : 
reid 


new utility and new value conspicuous by its absence in the field 


the fashion designer utilizes the new 
have made 


if women's clothes. ‘ 


and beautiful fabrics which the textile industry may 


available to him, but in line and decoration his ideas are likely to 


be completely unrelated to anything except change 

That, of se, is all-important, for it is change that creates ob- 
solescence and stimulates demand. Within reason, that is a great and 
not even the female anatomy pro- 
which Paris continues to offer, 
is on the flat 


less than feminine coiffure. 


wonderful thing. Unfortunately 


vices any mitatior m the cesigns 


since the emphas season, the experts tell us, 


chest. the slin vish figure and even a 
Paris is a great name t mjure with, but like some of the ancient 
idcls, its day may pass. We are sure that American designers, using 


American materials and American women as their inspiration, could 


do a lot better 


* Copr. 1949. Sun and Times Ca. 
9 aad All rights reserved 


—Lichty, Chicago Sun-Times 


“1 tried so hard to be a good wife, Judge... joined bridge clubs, women’s clubs, 
attended bargain sales, listened to soap operas... 


“” 


What They're Saying 


American Products Abroad 


It was interesting to me to see 
the difference in the distribution 
and market penetration attained 
by different American products. 
By looking in the store windows 
you quickly see the efficiency 
(or lack of it) of various export 
departments. I was impressed by 
the terrific job done in Italy by 
Coca-Cola. I was in Rome last 
year when they celebrated the 
opening of the first bottling plant 
there and, consequently, was 
amazed this year at the extent of 
Coke advertising and familiarity 
of the populace with the drink. It 
is fast becoming the national soft 
drink. None of the native soft 
drinks compare to Coke for gen- 
eral distribution and acceptance. 
They even have yellow and red 
Coke gondolas plying the Grand 
Canal in Venice, serving the retail 
outlets. 

On the other hand, one still sees 
some American products adver- 
tised in stores, on billboards, and 
on road signs, in English, and 
with American slogans. Shame! 
Shame! 


—Irving B. Hexter, president, In- 
dustrial Publishing Co., Cleveland, in 
his house organ, “One Publisher’s 
Viewpoint.” 


Sample, Key to ‘50 Census 

A basic methodological change 
has been made in the 1950 census 
without which the present scope 
of the census could not possibly 
have been maintained. Census op- 
erations have also been affected 
by inflation. Cost factors have 
more than doubled and the num- 
ber of persons and families has 
greatly increased since 1940. The 
vast sum of over $85,000,000 for 
the population, housing, and agri- 
| culture censuses would not in itself 
/make possible, under present con- 
| ditions, the duplication of the 1940 
|}census program. The Bureau of 
|the Census therefore was faced 
| with the choice of greatly reducing 
| the scope and content of the census 
| schedules or of increasing the utili- 
zation of sampling to maintain a 
subject coverage comparable to 


that in 1940. 

With the advice of our many 
consultative groups the bureau 
chose the latter course. In conse- 
quence, for the first time in census 
history a considerable portion of 
the information which will be 
made available for the small areas 
of the United States, that is coun- 
ties, cities, and even census tracts, 
will be based on a sample. The 
sample will be an unusually good 
one with the sampling error small 
enough to be entirely satisfactory 
for most conceivable administra- 
tive uses. To begin with, the sam- 
ple will include 20% of the total 
population, families, and dwelling 
units in the United States. This 
admittedly is a gargantuan sample 
by most standards including as it 
does approximately 30,000,000 per- 
sons. The sample, as in the 1940 
census, will be selected through 
predesignated lines on the popula- 
tion schedule. In the housing cen- 
sus it will be achieved through a 
rotation of some of the questions 
on the housing schedule. Inflated 
sample figures will be published 
together with indications of the 
sampling error that will permit 
the use of the data with complete 
confidence for practically all pur- 


poses. 
—From a speech by Philip M. Hauser, 
Director, Bureau of the Census, De- 
partment of Commerce, before the 
New York chapter, American Mar- 
keting Association. 


More in Distribution 

Few people are aware that dis- 
tribution is now one of the major 
parts of the American economy. 
Some authorities estimate that dis- 
tribution provides employment for 
more than half of the U. S. work- 
ing population. This may be high, 
and no better estimate is possible 
until the government completes 
the current census of business. 
However, it is certain that more 
people are now engaged in dis- 
tribution than in manufacturing 
or farming, and that the number 


is increasing steadily. 
—From a statement by William Rey- 
del, partner, Newell-Emmett Co., New 
York, and chairman of the Four A’s 
committee on government, educator 
and consumer relations. 
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Rough Proofs 


The Creative Man says Fori 
has the best advertising but Chey - 
rolet sells the most cars. 

In the motor car field they 
haven’t yet adopted the M-G-M 
slogan, “Ars gratia artis.” 


Of course it’s just possible that 
Chevrolet’s advertising has had 
something to do with the public's 
impression that it’s the No. 1 buy 
in what is euphemistically referred 
to as the low-price market. 


With Buick and Packard getting 
their prices down to where they 
just about touch the lowest-priced 
jobs, the bewildered customer be- 
gins to realize that the great names 
of motordom are really interested 
in him. 

+ 


The Vari-Typer operators who 
kept the Chicago newspapers in 
business for nearly two years have 
been invited to seek other jobs, 
now that the linotypers are de- 
livering hot metal again. 

They'll be gone, but not for- 
gotten. 


Marshall Adams says the maga- 
zines aren’t interested in having 
their pulling power studied and 
analyzed. He must have been read- 
ing those sassy Coronet ads. 


In recounting the exploits of the 
venerable but not aged Bernarr 
Macfadden, AA tried to gild the 
lily by suggesting that he was 
once the publisher of the Detroit 
News, which happens to be pretty 
venerable itself. 


Gladys the beautiful receptionist 
says she sees some advertisers re- 
fer to themselves as ethical, and 
she thought the Better Business 
Bureaus and the FTC had per- 
suaded everybody to be good. 


“Madman” Muntz is trying to 
apply the same kind of merchan- 
dising psychiatry to selling tele- 
vision sets as used automobiles, 
and so far has succeeded in making 
most of his competitors and the 
Better Business Bureau mad. 


ABC business publishers have 
some very definite ideas about 
auditing free circulation, and they 
seem to have sold them success- 
fully to almost everybody except 
the directors of the ABC. 


“Experienced, proven magazine 
publisher, workhorse with ides 
now seeks new job,” the classified 
ad says. 

Whatsamatter, did he work hi) 1- 
self out of the old one? 


— 


A “darned good copywrite:” 
looking for a new connection sé vs 
he’s not only a writer but a thin <- 
er. 

Maybe there’s a difference. 


Argosy Magazine offers a p 
“to help G.ILs spend $2,800,000,' 
wisely before they cash th il 
checks.” 

Don’t worry—plans for spe! 
ing the dough have already be 2? 
completed by the G.I.s’ gals. 

Copy C 5. 
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In all advertising, there’s only one medium where one 
advertiser reaches over half the population of the country... 
21,000,000 families! ... with one program in one month.” 


He does it with Network Radio...on CBS. 


The Columbia Broadcasting System 


*And forty-nine other CBS adver- 
tisers reach their customers... 
everywhere in America week in, 
week out...at an average cost of 
approximately 85¢ per thousand 
people: the lowest cost of actual 


“advertiser circulation” in all 


advertising today. 
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Doubleday Elects 2 to Board; 
Adds Two Executive Positions 


The board of directors of Dou- 
bleday & Co., New York book 
publisher, has elected two new 
directors and created two new 
executive positions. Ken McCor- 
mick, editor-in-chief, and Thomas 
R. Burns have been elected to the 
board. 

Mr. Burns, formerly sales man- 
ager of Doubleday’s trade book 
division, has been placed in charge 
of sales for al! activities of Double- 


day and its subsidiaries. Louise 
Thomas, with the company since 
1944 and publicity director since 
1947, has been named to the new- 
ly created position of director of 
promotion for Doubleday and all 
its subsidiaries. 


Ira Rudin Joins ‘Charm’ 


Ira Rudin, formerly with Par- 
ents’ Institute, has joined the New 
York sales staff of Charm, pub- 
lished by Street & Smith Publica- 
tions. 


~ MEMO: 


TOA 


RAZOR 
MANUFACTURER 


HERE’S HOW T0 
SHAVE YOUR 
SHARE OF 


950,000 $/ds ( 


You put a sharper selling edge 


on your ad schedule when you add 
The Elks Magazine. For its 950,000 
readers are all-male, hale, and 
daily clean-shaven. 


Eis are men who can afford 
the best—their median annual 
combined family income is $5,472.33 
... twice the national average. 


Win Elks, good grooming is a 
necessity. A substantial 51.9% are 


business owners, 46.1% are admin- 


istrative and operating executives, 


11.6% are professional men. 


Naturally, they put their best face 
forward. And you'll do a clean-cut 


job of selling when your advertising 
faces them on the pages of The Elks. 


YOU'LL SELL IT... 1F YOU TELL IT IN 


THE 


MAGAZINE 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES 


View-Master Line 
Will Get Expanded 
Christmas Ad Drive 


PorTLAND, OrE.—Aiming at its 
biggest Christmas selling season 
to date, Sawyers Inc. has sched- 
uled an expanded national mag- 
azine campaign for its View-Mas- 
ter projectors amd _ stereoscopes, 
Stereo-Stories and other picture 
reels. : 

The company will use color and 
b&w copy, from small space up to 
full pages, in Coronet, Holiday, 
National Geographic Magazine, 
Norte, Parents’ Magazine and The 
Saturday Evening Post, from mid- 
October through early December. 
Dealers are being urged in a spe- 
cial holiday brochure to tie in with 
newspaper advertising and use 
store display material, catalogs, 
reel list folders and statement 
stuffers. 

Extending its appeal to the low- 
cost field, Sawyers will introduce 
a junior non-stereo View-Master 
projector at $9.95. The larger 
View-Master projector retails at 
$47.50, while the stereoscope costs 
$2. 


w Sawyers reported its stock 
rooms were cleaned to the bare 
walls last year as a result of the 
Christmas promotion, and dealers 
termed it one of the most success- 
ful since the war. The company 
expects 1949 sales to beat former 
records and reminds retailers that 
the sale of a stereoscope or pro- 
jector “is just the start of a chain- 
selling reaction that brings cus- 
tomers back to your store time 
after time to buy reels and other 
View-Master products.” 

Carvel Nelson & Powell Adver- 
tising Agency handles the account. 


ANPA Appoints Members 
of Mechanical Committee 


Edwin H. Evers, production 
manager of the St. Louis Globe- 
Democrat, has been appointed 
chairman of the mechanical com- 
mittee of the American Newspaper 
Publishers Association, it has been 
announced by Edwin S. Friendiy, 
ANPA president. 

Other committee members are: 
Lyle K. Anderson, Minneapolis 
Star and Tribune; John L. Blake, 
Scripps-Howard Newspapers, New 
York; T. A. Corcoran, Louisville 
Courier-Journal and Times; Leven 
T. Deputy, Dallas News; Harry 
Eybers, Salt Lake City Tribune; 
B. F. Garrity, Gannett Newspapers, 
Rochester, N. Y.; W. E. Gibbons, 
Chicago Herald-American; Leslie 
J. Griner, Detroit News; Shields 
Johnson, Roanoke Times and 
World-News; Stephen J. Lambert, 
Brooklyn Eugle; F. Richard Lilly, 
Miami Herald; William F. Lucey, 
Eagle and Tribune, Lawrence, 
Mass.; John W. Park, Chicago 
Tribune; and Earl Weiskittel, 
Youngstown Vindicator. 


Appoints Jack Cleary 


Jack Cleary, formerly executive 
producer for American Broadcas‘- 
ing Co., has joined Kastor, Farrell 
Chesley & Clifford, New York, as 
executive head of the radio pro- 
duction department. 


(Cont. from pg. 4) 

LOOK Writer Divulges 

Secrets of D. M. Copy 
Max Ross, ace copywriter of 
LOOK, tells all in NRB Direct 
Mail Manual. Ross, one of 14 spe- 


cialists, tells: how 
to plan copy ap- 
proach; how to 
keep copy mov- 
ing; how to put 
swing in copy; 
how to ask for 
the order and get 
it! 5-Step Out- 
line shows How 
to Write Direct 
Mail Copy That 
Sells. Ross has 
sold millions of 


M. C. Ross 


people by mail. 
(Cont., See Mosley Photo, Pg. 20) 


[Advertisement ] 


Advertising Age, October 3, 1949 


General Electric Co., Schenectady, has published a biography of 
Charles Edward Wilson, president, in honor of the 50th anniversary 
of his employment by GE. The 50-page book, written by Kent Sagen- 
dorph, takes Mr. Wilson from his boyhood in New York’s “Hell’s 
Kitchen” to his present position—a rousing and stimulating success 
story in the best American tradition. . 

Maybe Glenn Griswold, publisher of Public Relations News, New 
York, would be willing to swap. He won a Better Homes & Gardens 
prize in a men’s recipe contest for his famous fish chowder recipe. . . 
Roger Bacon, who moved to Dallas from St. Louis early in August to 
open a new office for Ruthrauff & Ryan, returned to St. Louis to be 
guest of honor at a party given by newspaper and radio representatives, 
who also gave him a handsome two-suiter bag. Apparently trying to 
crowd all the big events into August, the Bacons became the parents 
of their first child, a daughter, on Aug. 29. . . 


SS 
AMAURY 


PARTING GIFT—John F. Arndt (right), president of John Falkner Arndt & Co., 

Philadelphia, bids farewell to his brother, David B. Arndt, former partner in the 

agency, with a gift from the corporation and a scroll from the employes on the 
occasion of his resignation from the organization. 


First lecture in the Oregon Advertising Club’s ad classes at Mult- 
nomah College, Portland, will be “Advertising as a Career,” with Roy 
Vernstrom, ad manager of Pacific Light & Power, as speaker. . . G. 
Alec Phare, managing director of R. C. Smith & Co., is directing a 
lecture course sponsored by the Advertising & Sales Club of Tor snto 
at the University of Toronto... 

Ruth Plank, Wendell P. Colton Co., New York, is on a two-week 
promotion tour to Colombia, S. A., for Erwin Mills of Durham, N. C. 
She will visit Bogota, Barranquilla, Medellin and Cartagena, and will 
test the adaptability of a Sportdenim wardrobe designed for vaca- 
tionists’ use during the coming cruise and resort season. . . Hugh 
Mitchell, supervisor of McCann-Erickson’s three European offices 
with headquarters in London, is in New York on a business trip. . . 
Robert H. Forward, program director for KTTV, Los Angeles, has been 
named Hollywood radio and television coordinator by the American 
Cancer Society for its forthcoming drive. He held the same post last 
year... 


GOLF, TOO—Members of Ruthrauff & Ryan’s softball team show their all-‘round 

athletic prowess in the golf tournament held by the Chicago office crowd. Left to 

right are “Lefty” Kelleher, who won the top prize; Tom Scott; Roy Blackfield 
and Frank Julsen. 


Edward L. Bernays, New York public relations counsel, will be 
wearing leis next summer. He’s been made visiting professor of public 
relations for the 1950 summer session of the University of Hawaii. He 
is also adjunct professor of public relations at New York University. . . 

Edward J. Noble, chairman of the board, American Broadcasting 
Co., received the 1949 award of the Bill of Rights Commemorative 
Society for his “distinguished services and contributions to the appre- 
ciation of and furtherance of the Bill of Rights.” Presentation of the 
award was made Sept. 23 by Messmore Kendall, president of the 
society. . . 

Jack Dash Harris, a 7-lb., 7-oz. number, arrived Sept. 6 at Jackson 
Memorial Hospital, Miami, Fla. He’s the son of Erwin Harris, pres. of 
Advertects Inc., and Mrs. Harris. . . Bill Malo, commercial manager of 
WDRC, Hartford, is back home after a vacation in Nova Scotia. . . 
John Sudarsky, v.p. of the Hartford Courant Co., publisher of the 
Courant, is marking his 45th year with the company. He began as an 
office boy back there in 1904. . . 

Eric W. Stoetzner, director of foreign business promotion of the New 
York Times, spoke before the Danish Advertising Association in Copen- 
hagen in the course of his European tour... . 
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The moving object stors the eye! 


Why do you suppose a belt line of bobbling ducks, 
headed South (or return), is standard equipment in 
even the corniest carny shooting gallery? 

Perhaps to please the sporting blood, and cajole cash 
customers to throw the lead a little longer... Well, we 
asked Mr. S. “Sad” Sack, prop. and gen. mgr. of one— 
this week, anyway. 

“Fer cryin’ blue!” said Mr. Sack con moto disgusto. 
‘Somethin’ in the joint hasta have some gittup to it. 
Th’ suckers wont stop for astill stand! D’ya expect Fatima 
n’ a chorus line in this twelve blasts fer two-bits racket?” 

Even among the truly rural, it seems, a line of dented 
decoys doing 3.2 mph is not without allure—as long as 
it moves...which is a phrase not to forget! 


WE make displays...very good displays, if we do say 
so without waiting for the customers to speak up. But 
even an Einson-Freeman display can’t do everything. 

We learned long ago that a moving decoy draws more 


R-). DAVIDSON 


than a sitting duck...and a good animated display may 
do more than a dozen good still displays! 

A window can be crowded as a saloon on payday... 
but one animated display turns everything else in it to 


still life. Because the MOVING object STOPS the eye! 


Anytime, anywhere! 


Wirn the public passing out less money, less easily 
... display can be the final factor that turns attention, 
interest and the undetermined customer to your product! 

While the animated display costs more—it does so 
much more for the item advertised and the store... that 
it more than pays for its increased cost! It can be used 
more than once, moved around on regular schedule, and 
get greater dealer enthusiasm than any other display. 

Again we say modestly...that there are few, if any, 
lithographers who know more about making animated 
displays—and making them most effective!—than the 
undersigned! May we tell you more? 


Einson-Freeman Co. 


Lithographers-who-keep-moving ... 


STARR & BORDEN AVES., LONG ISLAND CITY 1, NEW YORK 
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Blaze-Out Names Ramsdell 


Blaze-Out Co., Oceanville, N. J., 
has named Lee Ramsdell & Co., 
Philadelphia, to handle the con- 
sumer campaigns for its Blaze- 
Outomatic fire extinguisher. 


‘Coronet’ Adds Crockett 


C. J. Crockett, who formerly 
spent 21 years with the New York 
Herald Tribune, has joined the na- 
— sales staff of Coronet, New 

ork. 


EMIL REYNOLDS 
PHOTOGRAPHY 


FASHIONS — PUBLICITY 
33 W. 42nd $t1.—H. Y. 18, NW. ¥.—Longacre 3-2758 


ANA Plans Set for 
Oct. 10-12 Meeting 


New YorK—The 40th annual 
meeting of the Association of Na- 
tional Advertisers will open at the 
Waldorf Astoria Oct. 10 with a 
session designed to present the 
latest information on markets, 
changing distribution patterns and 
postwar trends in advertising me- 
dia values. 

The association will conclude 
this year’s activities Oct. 12 with 
a dinner at which Paul G. Hoff- 
man, head of the Economic Co- 
operation Administration, will be 
featured as the principal speaker. 

The session to be held on the 
afternoon of the first day will be 
devoted to the latest information 


on the application of media and 
market research. Among speakers 
scheduled are: Adolph Toigo, Wil- 
liam Esty Co.; Howard Bloom- 
quist, Toni Co.; Lee Clark, Frigi- 
daire; Charles Solomon, American 
Safety Razor Co., and Richard 
Moulton of General Foods. 


ws During the afternoon of Oct. 
11 two concurrent sessions will be 
held. One will deal with industrial 
advertising problems and will be 
headed by L. Rohe Walter of Flint- 
kote Corp. The second will cover 
current questions on radio and 
television under the direction of 
Joseph Allen, Bristol-Myers Co. 
On the third day of the meet- 
ing debates will be held on the 
best methods for determining how 
large individual advertising ap- 


propriations should be. Speakers 
include: Rowland G. Collins, dean 
of the School of Business Admin- 
istration, New York University; 
Samuel C. Gale, vice-president of 
General Mills; and Chester J. La- 
Roche, president of C. J. LaRoche 
& Co., New- York. 


WIMA, WKOK Join ABC 


American Broadcasting Co. has 
signed two new radio affiliates— 
WIMA, Lima, O., effective Oct. 10, 
and WKOK, Sunbury, Pa., which 
joins on Dec. 1. 


Bonwit Elects Davis 


Lewis C. Davis, formerly sales 
manager of Halle Bros. Co., Cleve- 
land department store, has been 
elected president of Bonwit Teller 
& Co., Philadelphia. 


Its impossible & 


CO You cant cover California's Bonanza Beeline 


without on-the-spot radio 


Are you sure you're on the right track? You are if you’re headed 
for the Bonanza Beeline. That’s a 3 Billion Dollar market — 
California’s rich central valleys plus nearby Reno. Its total 
retail sales exceed those in any one of 36 States. And no 
U.S. city except the three largest can top its food sales.t 

But you’re on the wrong track if you count on reaching the 
Beeline with outside radio. Beeliners live well inland from 
the Coast. They naturally prefer their own local stations... 


the five BEELINE stations. 


Use all five to cover the whole market. Because those stations 
are on-the-spot favorites . . . located right in the Beeline’s five 
major shopping centers. In the rich Stockton area, for instance, 
KWG is a top local favorite . . . and has been for’ nearly 


thirty years. 


KFBK 


Secramento (ABC) 
56,000 watts 1530 kc. 


1000 watts 630 kc. 


tSales Management's 1949 Copyrighted Survey 


KOH 


Reno (NBC) 


KWG 


Stockton (ABC) 
250 watts 


1230 ke. 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., National Representative 


KERN 
Bokersfield (CBS) 
1000 watts 1410 ke. 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 


Advertising Age, October 3, 194{ 
— 
Greyhound Lines 


Hikes Funds 50% 
for Autumn Ads 


Cuicaco—Autumn travel—b: 
bus—will be spurred this fall in 
greatly expanded advertising an: 
sales promotion campaign in be 
half of Greyhound Lines. 

Starting this week and continu- 
ing through November, the com- 
panv will run a series of news- 
paper ads in 4,000 daily and 
weekly publications. The copy, 
ranging from 100 lines up to 1,250 
lines, will appear in all major city 
dailies throughout the country, as 
well as in many of the weeklies. 

“It’s Take-a-Trip Time. Go 
Greyhound” will be the theme for 
the campaign, and Greyhound will 
point out that fine autumn weather, 
more colorful scenery, improved 
hotel facilities and plenty of sports 
activities add to the enjoyment of 
highway touring now. 


ws The budget for the fall drive 
has been boosted 50% and, in all, 
Greyhound expects to spend more 
than $3,000,000 on advertising and 
sales promotional activities this 
year. Actually, the full year’s bud- 
get will only slightly exceed the 
1948 total, perhaps by 5%. For the 
full year, newspapers will get the 
bulk of the promotion, over $1,- 
500,000, with about $800,000 de- 
voted to national and _ sectional 
magazines and the remaining 
$700,000 going for spot radio, con- 
sumer literature, posters, calendars 
and display material. 

In the current fall program, al! 
Greyhound terminals and stations, 


as well as allied travel interests, | 
will augment the newspaper copy | 


with new display material, in- 
cluding window streamers, posters, 
special stickers and lapel tags, in 
the form of autumn leaves, to be 
worn by all Greyhound station 
employes. 


# All associated Greyhound com- 
panies will tie in with the national 


program, using car cards, station | 


banners, window trims, spot radio 
and other localized advertising in 
the areas they serve. In addition, 


all of Greyhound’s 33,000 employes | 


and agents have been enlisted in 
the ‘“Take-a-Trip Time” sales cam- 
paign. 

Beaumont & Hohman handles 
the Greyhound account. 


Two Join Gordon & Rudwick 


Rose Tolizin, formerly of Roy 
S. Durstine Inc., and Alvin Wilner, 
previously with Benton & Bowles, 
have joined Gordon & Rudwick, 
New York. Miss Tolizin is in the 
production department, and Mr. 
Wilner will head the accounting 
division. 


Turpan Sets Campaign 


Turpan Inc., Ridgewood, N. J., | 


manufacturer of upholstery an 
drapery fabrics, will launch a fa 
campaign in newspapers, mag: 
zines and business papers next 
month. Conti Advertising Agenc:, 
Ridgewood, is handling the ac- 
count. 


Harwood Starts Special Ads 


Duncan Harwood & Co., Val 
couver, B. C., has launched 
special series of testimonial a: 
pushing its Harwood’s Canadian 
hotel and beverage business pi: - 
pers. Theodore A. Newhoff Adve - 
tising Agency, Baltimore, is tie 
agency. 


nm» 


_ America’s first engrave 


712 FEDERAL STREET * CHICAGO 
Phone WAbash 2-8816 
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- Last year, Chicago retailers rang up over $229,000,000 in furniture, Daily Retail Furniture, Home Furnishings and Radio 
home furnishings and radio sales (Sales Management estimate). Linage in Chicago Newspapers. (Source, Media Records) 
Then—as now—the Daily SUN-TIMES was their first choice to piasesianie nee ans pe 

J. . ’ . . “lOMES........ . ines 1, . ines 

“4 attract Chicago . profitable young family trade. po errr erere rrr yrs 403,672 lines 545,401 lines 

all . erald-American.......... nes nes 

z Here's why: The SUN-TIMES has a greater proportion of readers _—_asAmereans-- a4 gins 588746 ia 

* in the 18-34 age bracket than any other Chicago newspaper. 42% 

ac- of its city and suburban readers are in this group—getting married, Jo of Readership, 18-34 (City and Suburban, Men and Women) 
starting families, expanding, acquiring . . . eager and able to pay 42%, of The SUN-TIMES readers are in the 18-34 age group. 

s for more goods. 37% of the Herald-American readers are in the 18-34 age group, 

big They respond so well to advertising in The SUN-TIMES that The 33% of the Daily News readers are in the 18-34 age group. 

ua SUN-TIMES regularly carries more daily furniture, home furniture 32% of the Tribune readers are in the 18-34 age group. 

° ; and radio linage than the next two papers combined. (Based on Survey made by Publication Research Service, April, 1949.) 

. If you are looking for Chicago’s livest family market, advertise in TOTAL CIRCULATION 635 3 AG 

The Chicago SUN-TIMES! Average Net Paid Daily q 

: (ABC Publisher's Statement, 3/31/49) 

2. Cc FH a SG OO 

* 
Sn Chicage...to SUN ® TIMES move the goods! 
THE PICTURE NEWSPAPER 
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Export Ad Agencies 
Schedule Forum on 
International Ads 


New YorK—A forum on success- 
ful methods of controlling inter- 
national advertising will feature 
the first annual international ad- 
vertising convention to be held 
Oct. 6 at the Hotel Biltmore under 
auspices of the Association of Ex- 


‘PERSONAL: 


R.T.B.*, everyone here anxious to @ 
know more about what you're selling. 
Send word through KIOA, we'll be @ 
sure to hear. 
As Des Moines’ only 10,000t watt @ 
station, KIOA will serve you admir- 
ably in lowa's abundant market. 
Coverage maps, schedules and avail- 
abilities are yours for the asking, 
. See any Pau! Raymer man or 
write direct to KIOA, Des Moines, 
lowa. 
*Radio Time Buyer 
710,000 Watts day, 5,000 Watts night 


port Advertising Agencies. 

Daniel C. Kaufherr, association 
president and vice-president of 
Irwin Vladimir & Co., will be 
forum chairman. 

Speakers will include Robert H. 
Otto, president of Robert H. Otto 
& Co., and Joseph L. Palmer, ex- 
ecutive vice-president of the For- 
eign Advertising Service Bureau. 

Panel members will include 
George Giese, vice-president, Mc- 
Cann-Erickson; Harry A. Berk, 
president, international division, 


Foote, Cone & Belding; Richard 


Penn, vice-president, Grant Ad- 
vertising, and Henry W. Fred- 
ericks, Buchen Co., Chicago. 


Join ‘Modern Railroads’ 

William G. Downie and John M. 
Sitton have been appointed dis- 
trict managers of Modern Rail- 
roads, making their headquarters 
in Chicago and Baltimore, respec- 
tively. Mr. Downie was formerly 
advertising representative of Sim- 
mons-Boardman Publishing Corp. 
Mr. Sitton was formerly director of 
merchandising and research of 
Henry Publications in New York. 


LUCKY SEVEN—Charles “Bud” Barry, ABC vice-president in charge of programming, 

third from left, looks skeptically at KECA-TV dice that always turn up seven, the 

station’s channel number. Also observing the interesting phenomenon are Frank 

Samuels, vice-president in charge of the western division; Shirley Bucanan, “Miss 

KECA-TV”’; and Paul B. Mowrey, the network's national director of television. 

Scene was the Hollywood Adclub, where ABC and KECA-TV were saluted by 
that organization. 


GE Supply Appoints Kelley pointed sales promotion manager 
Harold Kelley, with the com-| of General Electric Supply Corp., 
pany since 1932, has been ap-| Buffalo. 


SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


BUT Display Advertisers prefer The San Francisco Call-Bulletin. 
For the past ten years The Call-Bulletin has topped the 
four San Francisco dailies in total display linage. 


Says Dorothy Frank: "The Call-Bulletin’s 
concentrated coverage of The San Francisco 
market makes it a ‘natural’ for us.” Mrs. 
Frank is Advertising Manager of |. Magnin 
& Co., San Francisco's largest user of daily 
newspaper space in the ‘“‘quality” specialty 
shop field. 


OTHERS who prefer The Call-Bulletin: 
GENERAL ADVERTISERS 


The Call-Bulletin is first among the dailies in General linage. 


RETAIL ADVERTISERS 


Top San Francisco daily in Retail linage is The Call-Bulletin. 


SAN FRANCISCANS 


The Call-Bulletin leads all the dailies in city circulation. 


MOLONEY, REGAN & SCHMITT 


Naturally! They're our national Reps. Call ‘em for more data. 


THE SAN FRANCISCO CALL-BULLETIN 
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‘Buy Now’ Campaign 
Aimed at California 
by Bank of America 


San Francisco—“Confidence 
began cascading down over Caii 
fornia’s consumers las.—veek. 

In one of the most extensive ad 
vertising campaigns ever under- 
taken by the giant financial organ - 
ization, Bank of America ha 
opened an all-out campaign agains| 
the tendency on the part of buyers 
to hold back ...to “wait and see.’ 

L. M. Giannini, the bank’s pres- 
ident, announced the campaign's 
start in a personal letter directed 
to executives of more than 4,000 
manufacturing companies. He 
pointed out that the potential mar- 
ket for goods is far greater today 
than before the war. 


a Nearly 59,000,000 civilians are 
employed, he said, personal in- 
comes are high, and there is a 
record increase in savings. Yet the 
customer has not been buying in 
accordance with his requirements 
and ability to pay. 

“The situation, it seems to us, 
can be substantially remedied by 
more aggressive and resourceful 
salesmanship to convince the con- 
sumer that price levels are stabi- 
lizing and that high quality goods 
are now being offered at reason- 
able prices,” he said. “As evidence 
of our confidence in these respects, 
we are launching a vigorous adver- 
tising and merchandising-campaign 
to encourage the public to buy 
now.” 

The Bank of America “Campaign 
of Confidence” will sell low cost 
“Timeplan” bank credit, which is 
available through the bank’s mure 
than 500 branches and 10,000 deal- 
ers and contractors. 


ws “Buy Now... 


America’s newest departure in 


bank promotion. It will appear | 


(in hundreds of variations) in 
newspapers, on car cards, on tele- 
vision screens, on 24-sheet posters, 
on blotters, soft sheets and decal- 
comanias; in radio spots, on post- 
cards, price tags and statement in- 
serts. 

Two-color 1,500-line advertise- 


ments will appear in 387 news- | 


papers throughout California. The 


“Buy Now” message will appear | 
on 19 large-size illuminated boards | 
and on 302 posters in metropolitan | 


areas. Full coverage of main met- 
ropolitan centers is scheduled for 
car cards carrying the “Buy Now” 
theme. Time signal announcements 
will run on 20 radio stations, and 
television shows in Los Angeles, 
San Francisco and San Diego are 
included in the lineup. 

Charles R. Stuart, Advertising, 
is the agency. 


Three Name Ellsworth Agency 


Harry Morris Ellsworth Adver- 
tising, Philadelphia, has been 
named to handle the advertising °f 
Shingle & Gibb Co., Philadelphia, 
manufacturer of conveying equi)- 
ment; Shingle Leather Co., Cam- 
den, N. J.; and Lehigh Chemic:! 
& Export Co., New York a4 
Easton. 


(Cont. from pg. 16) 
List House Prexy Tells 


How To Zoom D. M. Results 
J. M. Mosely, noted list autho - 
ity, has developed a check list f 
24 live list sources. He show 
how to buil |, 
maintain and v & 
productive lis >; 
how to rent ad 
test lists; how 0° 
turn a name pl: @ 
into a live ci-- 
tomer! All ‘| 
Mosely’s li't 
know-how is 2% 
Section 3 of 1 
14 section N! 8 
Direct Mail Mc '- 


J. M. Mosely ual. 
(Cont., See Smith Photo, Pg. 2.) 
[ Advertisement] 
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idvertising Age, October 3, 1949 


Ad-Bags Will Help 
Sell, Too, Company 
Tells Manufacturers 


PHILADELPHIA—If its plans ma- 
terialize, National Bag Advertis- 
ing Inc. will help manufacturers 
io a Jot of point-of-sale merchan- 
dising through those familiar 
brown kraft paper bags. 

While the bags have been used 
before on a small local scale by 
grocers, the Philadelphia company 
believes it is the first to adapt 
them to advertising nationally. The 
company estimates that, through 
its contract with Union Bag & Pa- 
per Corp., major paper bag manu- 
facturer, it can offer advertisers 


Appoints Pfeiffer Agency 


Pfeiffer Advertising Agency, 
Omaha, has been named to han- 
dle the advertising and promotion 
of Weaver Pres-Kloth Co., Omaha, 
manufacturer of home-use steam 
pressing cloths and mits. 


Robinson Names Langford 


W. D. Langford, formerly man- 
ager of General Outdoor Adver- 
tising Co. in Sioux City, Ia., has 
been appointed sales manager 
of Robinson Outdoor Advertising 
Co., Lincoln, Neb. 


Marcia Lee Joins JWT 


Marcia Lee, formerly an ac- 
count executive of Dudley, Ander- 
son & Yutzy, New York, has joined 
the public relations department in 
the San Francisco office of J. Wal- 
ter Thompson Co. 


Singleton Advanced 


H. R. Singleton, sales manager 
of the electric division of A. J. 
Lindemann & Hoverson Co., Mil- 
waukee, has been promoted to 
general sales manager for all prod- 
ucts. 


Haiss Appoints Madden 


William E. Madden, recently 
named vice-president, has been 
appointed general sales manager of 
George Haiss Mfg. Co., New York, 
division of Pettibone Mulliken 
Corp., Chicago. Haiss manufactures 
all types of portable conveyors, 
buckets and bucket loaders. 


Research Firm Changes Name 


Television Research Associates, 
Hollywood, has changed its name 
to Coffin, Cooper & Clay. Offices 
have been moved to 1757% N. 


21 


Ivar. The company will continue 
to specialize in television research, 
but is expanding operations to in- 
clude all types of media and com- 
mercial] research. 
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agencies throug ray Rogers. 
As facilities are expanded, the 
company plans to approach man- 
ufacturers in the remainder of the 
country. 

Ad rates for Ad-Bags are $1.20 
per thousand per side for one- 
color printing and $1.40 per thou- 
sand per side for two-color jobs, 
with 500,000 the minimum order. 
Imprinting is handled by the bag 
manufacturer. National Bag Ad- 
vertising pays the printing bill, 
as Well as the bonuses and a stand- 
ard 15% to advertising agencies 
placing orders for clients. 


Newspaper Rep Moves 

Moloney, Regan & Schmitt, 
newspaper representative, has 
leased the 13th and 14th floors at 
511 Fifth Ave., New York. 


( Advertisement ) 


V. P. of Plomb Tool Co. 


ae 


Thomas B. Moule has been advanced 
tc vice president in charge of domes- 
t: sales from the sales managership 
© Plomb Tool Company, Los Angeles, 
C lif., largest manufacturer in the 
world of mechanics hand service 
tols. Mr. Moule reads The Wall Street 
J urnal regularly—‘to keep posted 
©. business trends.” Mr. Moule and 
2: 504 other vice presidents in The 
Journal’s daily reading audience of 
2. 3,123 find this publication most help- 
fil in making their day-to-day busi- 
nss decisions. If you want to reach 
ufluential executives from coast-to- 
Coast, advertise to them regularly in 
Tie Wall Street Journal, the Only 
National Business Daily. 
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pecs at Campbell-Mithun are doing considerable 
wondering about the circumstances surrounding 
the taking of the top picture of A. C. (Augie) Ragnow 
some 22 years ago when he first entered advertising. 


% 


They know about the second picture, taken last spring 


. .. recall well that it took the combined efforts of the 
Chicago office staff to slow him down long enough to 
go to a photographer for a “non-essential” like a 


photograph. 


Slowing down for anything is an event rare in Augie’s 
life. Propelled by boundless energy and guided by a 
well-defined plan for effective advertising and mer- 
chandising, he manages to direct the Chicago office ate 
operations of Campbell-Mithun, Inc., and at the sapere mirac 
time keep a weather eye on all accounts. ¥ oN ai 

The essence of that well-defined plan, by t = Mpeg ge 
was provided by Jim Aubrey of Aubrey, and” 
Wallace where Ragnow started his adve 
back in 1927. Aubrey once said that. 
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now took the statement to , 
agency business for “‘the 
Swift and Company 


manager. 
Augie c 
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Action manager to 


Beproduct advertising 


the fence to the agency busi- 


ness witha -@iearyebe viedge of how an agency can 
best. aaaié fers’ problems and has been apply- 
j iktiowirdge—at seldom less than 60 miles an 


“GLASS WAX” or 


tand he'll stop long enough to get a fond 


# both the agency and the manufacturer’s sides of 


RSON COMPANY 


NE HA 7-3732, CHICAGO, ILLINOIS 
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meme fence, Ragnow has been calling on Partridge & 
Anderson for over a score of years and the two have 


sing eaeer 
Sprint” developed a cordial working relationship. 
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Export Ad Agencies 
Schedule Forum on 
International Ads 


New YorK—A forum on success- 
ful methods of controlling inter- 
national advertising will feature 
the first annual international ad- 
vertising convention to be held 
Oct. 6 at the Hotel Biltmore under 
auspices of the Association of Ex- 


PERSONAL: 


R.7.B.*, everyone here anxious 
know more about what you're rolling. 
Send word through KIOA, we'll be @ 
sure to hear. 
As Des Moines’ only 10,000t watt ®@ 
station, KIOA will serve you admir- 
ably in lowa's abundant market. ® 
Coverage maps, schedules and avail- 
abilities are yours for the asking, e 
See any Poul Raymer man or 
write direct to KIOA, Des Moines, ® 
lowa. 
*Radio Time Buyer e 
710,000 Watts day, 5,000 Watts night e 


port Advertising Agencies. 

Daniel C. Kaufherr, association 
president and vice-president of 
Irwin Vladimir & Co., will be 
forum chairman. 

Speakers will include Robert H. 
Otto, president of Robert H. Otto 
& Co., and Joseph L. Palmer, ex- 
ecutive vice-president of the For- 
eign Advertising Service Bureau. 

Panel members will include 
George Giese, vice-president, Mc- 
Cann-Erickson; Harry A. Berk, 
president, international division, 


Foote, Cone & Belding; Richard 


Penn, vice-president, Grant Ad- 
vertising, and Henry W. Fred- 
ericks, Buchen Co., Chicago. 


Join ‘Modern Railroads’ 

William G. Downie and John M. 
Sitton have been appointed dis- 
trict managers of Modern Rail- 
roads, making their headquarters 
in Chicago and Baltimore, respec- 
tively. Mr. Downie was formerly 
advertising representative of Sim- 
mons-Boardman Publishing Corp. 
Mr. Sitton was formerly director of 
merchandising and research of 
Henry Publications in New York. 


LUCKY SEVEN—Charles “Bud” Barry, ABC vice-president in charge of programming, 
third from left, look ptica KECA-TV dice that always turn up seven, the 
station’s channel ; 

Samuels, vice-pre: 
KECA-TV”; and 
Scene was the 
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‘Buy Now’ Campaign 
Aimed at California 
by Bank of America 


San Francisco—“‘Confidence 
began cascading down over Cali 
fornia’s consumers last week. 

In one of the most extensive ad 
vertising campaigns ever under- 
taken by the giant financial organ - 
ization, Bank of America hz 
opened an all-out campaign again: 
the tendency on the part of buye: 
to hold back ...to “wait and see.’ 

L. M. Giannini, the bank’s pres- 
ident, announced the campaign 
start in a personal letter directed 
to executives of more than 4,000 


manufacturing companies. He 
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For the past ten years The Call-Bulletin has te the 
four San Francisco dailies in total display linage. 


Says Dorothy Frank: "The Call-Bulletin’s 
concentrated coverage of The San Francisco 
market makes it a ‘natural’ for us.” Mrs. 
Frank is Advertising Manager of |. Magnin 
& Co., San Francisco’s largest user of daily 
newspaper space in the “quality” specialty 
shop field. 


OTHERS who prefer The Call-Bulletin: 
GENERAL ADVERTISERS 


The Call-Bulletin is first among the dailies in General linage. 


RETAIL ADVERTISERS 


Top San Francisco daily in Retail linage is The Call-Bulletin. 


SAN FRANCISCANS 


The Call-Bulletin leads all the dailies in city circulation. 


MOLONEY, REGAN & SCHMITT 


Naturally! They’re our national Reps. Call 'em for more data. 


THE SAN FRANCISCO CALL-BULLETIN 


z fp He Jeep Suanp Necewary | | Maite ta the United’ maton 
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“Timeplan” ban 


es “Buy Now... with Timeplan fi- 
nancing” is the theme of Bank of 


America’s newest departure in/ 
It will appear | 


bank promotion. 
(in hundreds of variations) in 
newspapers, on car cards, on tele- 


credit, which is 
available through the bank’s more 
than 500 branches and 10,000 deal- 
ers and contractors. 


vision screens, on 24-sheet posters, | 
on blotters, soft sheets and decal- | 
comanias, in radio spots, on post- ff 
cards, price tags and statement in- | 


serts. 

Two-color 1,500-line advertise- 
ments will appear in 387 news- 
papers throughout California. The: 
“Buy Now” message will appear 
on 19 large-size illuminated boards 
and on 302 posters in metropolitan 
areas. Full coverage of main met- 
ropolitan centers is scheduled for 
car cards carrying the “Buy Now” 
theme. Time signal announcements 
will run on 20 radio stations, and 
television shows in Los Angeles, 
San Francisco and San Diego are 
included in the lineup. 

Charles R. Stuart, Advertising, 
is the agency. 


Three Name Ellsworth Agency 


Harry Morris Ellsworth Adver- 
tising, Philadelphia, has been 
named to handle the advertising of 
Shingle & Gibb Co., Philadelphia, 
manufacturer of conveying equip- 
ment; Shingle Leather Co., Cam- 


den, N. J.; and Lehigh Chemic :] 
& Export Co., New York aid 
Easton. 


(Cont. from pg. 16) 
List House Prexy Tells 


How To Zoom D. M. Results 
J. M. Mosely, noted list auth 
ity, has developed a check list ! 
24 live list sources. He show 
how to buil , 
maintain and uv @ 
productive lis 
how to rent a 
test lists; how 
turn a name ple © 
into a live ci-- 
tomer! All ‘| 
Mosely’s lit 
know-how is 2 
Section 3 of 1 © 
14 section N! 8 
Direct Mail Mca - 
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J. M. Mosely 
(Cont., See Smith Photo, Pg. 2 ) 
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Advertising Age, October 3, 1949 


Ad-Bags Will Help 
Sell, Too, Company 
Tells Manufacturers 


PHILADELPHIA—If its plans ma- 
terialize, National Bag Advertis- 
ing Inc. will help manufacturers 
do a Jot of point-of-sale merchan- 
dising through those familiar 
brown kraft paper bags. 

While the bags have been used 
before on a small local scale by 
grocers, the Philadelphia company 
believes it is the first to adapt 
them to advertising nationally. The 
company estimates that, through 
its contract with Union Bag & Pa- 
per Corp., major paper bag manu- 
facturer, it can offer advertisers 
an immediate “circulation” in ex- 
cess of 40,000,000 daily. 

Basing a future estimate on that 
figure, an official of the company 
claims that National Bag Adver- 
tising can reach a potential gross 
of between $12,000,000 and $14,- 
000,000 annually. Additional “cir- 
culation” will be provided, he 
pointed out, as other paper bag 
makers cooperate with the ad 
company, which has been set up 
by Aaron A. Robinson and Leon 
Wayne Gore. 


s National Bag Advertising doesn’t 
sell its ““Ad-Bags” to grocers, only 
the advertising space on the bags. 
Ad-Bags reach retailers through 
regular channels of distribution. 
National Bag offers both distribu- 
tor and grocer a bonus as an in- 
centive to use Ad-Bags. 

Announcement of the new me- 
dium is being made via direct 
mail to eastern manufacturers and 
agencies through Gray & Rogers. 
As facilities are expanded, the 
company plans to approach man- 
ufacturers in the remainder of the 
country. 

Ad rates for Ad-Bags are $1.20 
per thousand per side for one- 
color printing and $1.40 per thou- 
sand per side for two-color jobs, 
with 500,000 the minimum order. 
Imprinting is handled by the bag 
manufacturer. National Bag Ad- 
vertising pays the printing bill, 
as well as the bonuses and a stand- 
ard 15% to advertising agencies 
placing orders for clients. 


Newspaper Rep Moves 

Moloney, Regan & Schmitt, 
newspaper representative, has 
leased the 13th and 14th floors at 
511 Fifth Ave., New York. 


( Advertisement) 


V. P. of Plomb Tool Co. 


RE iB 


Thomas B. Moule has been advanced 
tc vice president in charge of domes- 
ti: sales from the sales managership 
© Plomb Tool Company, Los Angeles, 
Clif., largest manufacturer in the 
world of mechanics hand service 
tcols. Mr. Moule reads The Wall Street 
Journal regularly—‘to keep posted 
©. business trends.” Mr. Moule and 
2: 504 other vice presidents in The 
Journal’s daily reading audience of 
2 3,123 find this publication most help- 
fil in making their day-to-day busi- 
noss decisions. If you want to reach 
u fluential executives from coast-to- 
Coast, advertise to them regularly in 
The Wall Street Journal, the Only 
National Business Daily. 


Appoints Pfeiffer Agency 


Pfeiffer Advertising Agency, 
Omaha, has been named to han- 
dle the advertising and promotion 
of Weaver Pres-Kloth Co., Omaha, 
manufacturer of home-use steam 
pressing cloths and mits. 


Robinson Names Langford 


W. D. Langford, formerly man- 
ager of General Outdoor Adver- 
tising Co. in Sioux City, Ia., has 
been appointed sales manager 
of Robinson Outdoor Advertising 
Co., Lincoln, Neb. 


Marcia Lee Joins JWT 


Marcia Lee, formerly an ac- 
count executive of Dudley, Ander- 
son & Yutzy, New York, has joined 
the public relations department in 
the San Francisco office of J. Wal- 
ter Thompson Co. 


Singleton Advanced 


H. R. Singleton, sales manager 
of the electric division of A. J. 
Lindemann & Hoverson Co., Mil- 
waukee, has been promoted to 
general sales manager for all prod- 
ucts. 


Haiss Appoints Madden 


William E. Madden, recently 
named vice-president, has been 
appointed general sales manager of 
George Haiss Mfg. Co., New York, 
division of Pettibone Mulliken 
Corp., Chicago. Haiss manufactures 
all types of portable conveyors, 
buckets and bucket loaders. 


Research Firm Changes Name 


Television Research Associates, 
Hollywood, has changed its name 
to Coffin, Cooper & Clay. Offices 


have been moved to 1757% N. 
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Ivar. The company will continue 
to specialize in television research, 
but is expanding operations to in- 
clude all types of media and com- 
mercial research. 


Chicago 5 Ilinois 


431 S. Dearborn St., 


EOPLE at Campbell-Mithun are doing considerable 

wondering about the circumstances surrounding 
the taking of the top picture of A. C. (Augie) Ragnow 
some 22 years ago when he first entered advertising. 


They know about the second picture, taken last spring 


. recall well that it took the combined efforts of the 
Chicago office staff to slow him down long enough to 
go to a photographer for a ‘non-essential’ like a 


photograph. 


Slowing down for anything is an event rare in Augie’s 
life. Propelled by boundless energy and guided by a 
well-defined plan for effective advertising and mer- 
chandising, he manages to direct the Chicago office 
operations of Campbell-Mithun, Inc., and at the sa noe 
time keep a weather eye on all accounts. AA 

The essence of that well-defined plan, by tg 
was provided by Jim Aubrey of Aubrey, : 
Wallace where Ragnow started his adve 
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Ypportunity: 1950-1960 
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As the door opens on a new decade, the outlook 
for Americans as regards their material well- 
being is very bright indeed. 

The great majority of us will be earning 
more money, eating better food, wearing 
better clothes, living in better homes, 
enjoying more leisure than we do today. 

Last year Americans spent nearly 179 
billion dollars for goods and services. 

For the first 6 months of 1949, expenditures 
varied less than 1% from this rate. What's 


ahead for the next decade? 


Conservative estimates of our economic 
potential point to a growth of more than 
15%, from 1950 to 1960. This means that in 
10 years the amount of money we Americans 
spend for goods and services should increase 
from 178.8 billion dollars to 206.6 billion. 

Projected into particular fields, this 
indicates that by 1960 we will spend $6.9 
billion a year more than we do now for food 
and non-alcoholic beverages, $3.2 billion 
more for clothes, $5.3 billion more for homes 
and home equipment, $2 billion more for 
recreation, and $10.3 billion more for other 
goods and services. 

Spending all this money will be 160 


million people — 10 million more people, 


over 3% million more families, than 


there are today. 


By 1960 these families and other 
families in the nation will have an average 
income of $4029 as opposed to a 1950 average 
of $3646. 

The basis of our well—being will be 
what it always has been in the past: The 


greatest production per man—hour of any 


nation in the world. This production, on the 


basis of how much worth of goods an hour of 
work will buy at today's prices, increased 
from 60¢ worth of goods in 1900 to $1.25 
worth in 1940 to an estimated $1.48 worth in 
1950. It should increase to $1.75 worth of 
goods per man—hour in 1960. 

Almost all of us who make or grow or 
mine or sell these goods will benefit. But 
some of us will benefit more than others. 

The men of healthy optimism, the ones 
with faith in the future, the ones who 
invest because they see the opportunity, 
will reap the big rewards. 

In this Decade of Opportunity, the 
rules for business success will be the same 


as they are today: Make a good product, 
offer it at a fair price, and tell the 


American people about it. 
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Advertising Age, October 3, 1949 


Telling the American people about it 
means advertising. To most important 
businesses it means advertising to as many 


people who can buy your product as possible. 
* * * 


Today's best way to reach lots of people 
who buy and will continue to buy lots of 
products is through LIFE magazine. 

Of all the magazines you can use to carry 
your advertising, LIFE is by far the 
biggest. It is read by 12.2 million more 
people than read the next biggest weekly, 
by 14.9 million more than read the third 
biggest. It reaches more homes than any of 
the 10 biggest radio shows in the country. 
It has a higher women's readership than 
any of the famous women's magazines. 

LIFE readers today own more cars than 
have been built since the war by the 7 
leading makes combined. They buy 32 per cent 
of the packaged soaps, 37 per cent of the 
vacuum cleaners, 46 per cent of the 
phonograph records, 35 per cent of the 
tires, and 36 per cent of the women's 
stockings sold in the country. 

Start laying your plans now to 
participate in the greatest ten years of 
business the nation has ever witnessed, 
the 1950-1960 Decade of Opportunity. 

And as you work out your program and 
get down to the advertising phase of it, 
consider the advantages of telling the 


story of your product in the youngest big 


magazine, the most vital big magazine, the 


biggest big magazine in America — LIFE. 


* * * 

LIFE is indebted to the study made by the 
Twentieth Century Fund and published under 
the title, "America's Needs and Resources", 
which provided the basis for most of the facts 


and figures quoted in this message. 


Big Home Market 


Ahead, Federal 
Reserve Reports 


WASHINGTON—Federal Reserve 
economists report that between 7,- 
000,000 and 12,000,000 American 
families expect to buy homes dur- 
ing the next four years. 

The board said studies by the 
Survey Research Center of the 
University of Michigan indicate 
that roughly one in every four 
spending units will be in the 
housing market if good times con- 
tinue during the period. 

The board’s analysis of home 
ownership and housing expendi- 
tures uncovers a wealth of new in- 
formation about the continued mo- 
bility of the postwar population. 
It finds that roughly half of the 
20,000,000 owner-occupied non- 
farm dwellings were obtained 
since Pearl Harbor—three out of 
every ten since the war; three dur- 
ing 1940-45, and two during the 
1930’s. 


@ Nearly four out of every ten 
non-farm families moved at least 
once during the three years end- 
ing in December, 1948, Federal 
Reserve says. Two out of ten 
moved during 1948. 

Of the 18,000,000 renters, 56% 
moved into present quarters since 
the beginning of 1946, 33% during 
1948. Of the 20,000,000 urban home 
owners, 30% moved into present 
quarters since early 1946, 12% 
during 1948. 

The report finds that 1,500,000 
to 2,000,000 homes were purchased 
during 1948. It estimates an ag- 
gregate demand for 7,000,000 
homes during a five-year period 
beginning early in 1949. By add- 
ing all who said they would be 
buying, plus half of those who 
said they might, the board arrived 
at a potential 12,000,000 demand 
during the period. It pointed -out 
that would cover resale of existing 
as well as new housing. 


ws Looking into home ownership, 
Federal Reserve learned that home 
owners put 13% of their $12 bil- 
lion income into their properties 
each year, that renters put 12% 
of their $7 billion income into rent. 
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Somewhat over half of all home- 
owning non-farm families reported 
their dwellings free of mortgages, 
Federal Reserve said. But com- 
parison with 1940 census data left 
no doubt that mortgages outstand- 
ing are considerably greater than 
immediately before the war, it add- 
ed. 

Federal Reserve said that three 
out of ten of those with incomes 
over $3,000 say they will be in the 
housing market in the near future. 
It said four out of ten prospects 
are in the 25-34 age bracket, three 
out of ten in the 18-24 group. 

The board found that about half 
the families in the $3,000 to $3,999 
income group are home owners; 
seven out of ten are in the over 
$7,500 group, and four out of ten 
are in the less-than-$3,000 group. 
The proportion of home owners in- 
creases with the age of the head 
of the family, and is substantially 
higher in small cities and rural 
areas than in communities of over 
50,000. 


Minnesota Mining Promotes 
Five Top Executives 


William L. McKnight, president 
of Minnesota Mining & Mfg. Co., 
St. Paul, since 1929, has been 
named to the newly created posi- 
tion of chairman of the board. 
Richard P. Carlton, executive vice- 
president in charge of research, 
engineering and manufacturing, 
has been appointed to succeed Mr. 
McKnight as president. Archi- 
bald G. Bush, executive vice-pres- 
ident and director of marketing 
and distribution, has been made 
chairman of the executive com- 
mittee. 

George H. Halpin, vice-presi- 
dent in charge of sales, has been 
named executive vice-president in 
charge of sales, and Herbert P. 
Buetow, treasurer, has been ap- 
pointed executive vice-president in 
charge of finance. 


Named U. S. Representative 


Universal Publishers Representa- 
tives, New York, has been ap- 
pointed the exclusive U. S. rep- 
resentative for Mexican-American 
Review, published monthly in 
Mexico City and described as the 
official organ of the American 
Chamber of Commerce in Mexico. 


Appoints Jayne Wightman 


Jayne Wightman, formerly con- 
tinuity director of Station KFBK, 
Sacramento, has been named pub- 
licity coordinator for the San 
Francisco Wholesalers & Manufac- 
turers Association. 
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Kenman to Promote 
Low-Cost Engraving 
Process for Plates 


Cuicaco—Kenman Engraving 
Process Corp. has reached full- 
scale production on supplies em- 
ployed in a new process for making 
engravings for letterpress printing, 
and will launch an aggressive bus- 
iness paper ad drive this month. 

The new Kenman process, said 
the company, cuts the expense of 
engravings to “a fraction of their 
present cost”; eliminates a num- 
ber of operations, so that a halftone 
can be made in less than 30 min- 
utes, about one-sixth of the time 
normally needed to make a half- 
tone by regular photoengraving 
methods, and permits the use of 
much finer line screens. The proc- 
ess is said to be successful up to 
133-screen on newsprint and other 
paper stock normally limited to 
65-line screen. 

Kenman engravings are made 
of a special film developed by the 


Everywhere you look 
it’s EXCELLO Printing! 


¢ PRINTED BETTER 
© PRINTED QUICKER 


e@ PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xece.to Press... 
; 5] 400 North Homan Avenue 

>| Chicago 24, Illinois 
NEvada 2-2100 


company; the subject matter is re- 
produced on this film, and then 
the film itself is used the same as 
any standard engraving in print- 
ing. Use of the special engraving 
requires no change in the regular 
letterpress printing process, and 
no additional equipment is needed, 
the company said. The process is 
limited, at present, to square b&w 
halftones and color plates. 
Printing is done directly from 
the film itself, the company ex- 
plained, and electrotypes are un- 


necessary because as many origi- 
nals as needed can be made si- 
multaneously. 


s The Kenman process has been 
demonstrated during the past six 
months to leading metropolitan 
newspapers, engravers and print- 
ers. To such users, Kenman is 
making available the film and all 
other materials needed to make 
engravings. It also plans to license 
firms or individuals to make and 
sell these engravings to advertisers 


and other users of printing. 

Kenman plans to hold dem- 
onstration meetings here and in 
New York during October and will 
start a series of advertisements in 
a dozen business papers serving 
the advertising and graphic arts 
fields. 


Dairy Council Sets Meeting 


The National Dairy Council will 
hold its 1950 annual winter con- 
ference in Chicago at the LaSalle 
Hotel, Jan. 26-27. 
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Sinclair Names Alexander 
Sinclair Refining Co., New York, 
has appointed R. L. Alexander as 
manager of operations in the mar- 
keting department. He was for- 
merly staff assistant to the genera] 
sales manager of the company. 


Four A’s Adds Two 

Hixson & Jorgensen, Los An- 
geles, and the Ohio Advertisin; 
Agency, Cleveland, have been elec 
ted to membership in the Amer-. 
ican. Association of Advertisin; 
Agencies. 


McGRAW- 
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Ad Council Plans 


Business Paper Pool 


New YorkK—The Advertising 
Council is proceeding with a new 
vlan that may provide a business 
paper space pool for council proj- 
ects, similar to the radio pool and 
the magazine pool already in op- 
eration. 

Nelson Bond, vice-president of 
McGraw-Hill Publishing Co., is 
chairman of the business paper 


a ee : 
Ek. ane ae cer. cla) Seer 


advisory committee. 

While the plans are still tenta- 
tive, the council believes it likely 
that three subcommittees will be 
formed to prepare special copy on 
council campaigns of interest to 
business and industry—with the 
economic system, savings bonds, 
safety and American Heritage cam- 
paigns specifically discussed. One 
of the three subcommittees would 
prepare copy for industrial bus- 
iness papers, another for mer- 
chandising papers, and a third for 


advertising business papers to seil 
participation to the business pa- 
per field. 


Neiman-Marcus Names Kerr 

Mrs. Kay Kerr has been ap- 
pointed to supervise the merchan- 
dise counseling for all the acces- 
sory departments in the New York 
office of Neiman-Marcus Co., Dal- 
las. She succeeds Mary Ander- 
berg, who has resigned. Mrs. Kerr 
was formerly fashion promotion 
director in New York for the com- 
pany. 


Two Name Michel-Cather 

Michel-Cather, New York, has 
been retained to handle the ad- 
vertising of Graver Water Con- 
ditioning Co. and the sugar equip- 
ment division of Graver Tank Mfg. 
Co., New York. 


Loudon Appoints Clark 

Ernest C. Clark Jr. has been 
appointed director of media and 
research of Henry A. Loudon, Ad- 
vertising, Boston. He also will con- 
tinue as account manager, a posi- 
tion he has held since 1945. 


Fancy gadgets don’t mean much when the job to 
do is simple. Today, hammering away at more 
sales is Industry’s simple, but most important, 
job. That’s why the honest, workaday advan- 
tages of the Business Press count heavily when 
smart business men plan today’s advertising. 


Business men read business papers because they 
need to know the latest news about products and 
processes, costs and competition—the raw mate- 
rials from which vital business decisions are made. 


McGraw-Hill editors know this. They have larger 
things in store for the men who look to McGraw- 
Hill publications for help with their problems and 
jobs. The flow of HOW TO material is being 
stepped up—-we’re banging away at the theme of 
INCREASED PRODUCTIVITY. 


This accelerated editorial push offers an ideal op- 
portunity for emphasizing the time-saving, cost- 
cutting advantages of your products and services. 
Now is the time to tell your story to an audience 


From no other source can the business man get 
the latest information devoted exclusively to his 
business. 


In all phases of industry and business, from or- 
ganic minerals to alloys, from design through fin- 
ished product, through each marketing step—the 
men who make and sell America’s goods need 
every bit of help they can get to solve today’s 
No. 1 Problem: INCREASED PRODUCTIV- 
ITY AT LOWER COST. 


iqbetter for nailing down sales? 


that plans to invest $40 billion between 1950 and 
1953! An audience of business men who are 
PAYING for the privilege of reading their 
McGraw-Hill business magazine! 


Our new booklet, “Stressing Cost Reduction 
through Advertising Copy,” shows how many 
McGraw-Hill advertisers are meeting today’s 
competitive challenge. Your McGraw-Hill man 
will be glad to give you a copy. Or write us on 
your business letterhead. 


Cost Saving Methods in Construction « Control Plan Cuts Upkeep Cost « Cost Savings through Teamwork « Pro- 
jection Welding Speeds Gas Ranges « 10 Ways to Control Your Costs « Cost Savers For Pipe Line + Cutting Ap- 
pliance Handling Costs « Straight Line Assembly Cuts Unit Cost 25% « Good Engineering Keeps Load Curve in 
its Place « Tips for Power Engineers « 49 Ways to Control Costs « Modernizing a Modern Plant « They're Taking A 
Cut at Costs « ‘Squirt Gun’ Welding of Huge Pipes » Handling Costs Cut 50% with New Plant Layout Cutting 
Unnecessary Costs + They’re Taking a Cut at High Costs « Air Conditioning Unit Steps Up Mill Efficiency 


Here are just a few titles from recent issues of McGraw-Hill magazines illustrating the 
kind of “HOW TO” editorial that is helping American industry face its No. 1 Challenge. 


wont Billion 


.-.- AND YOU NEED PB TO 
SELL THE WHOLE MARKET 


The building market is every- 
where—in big cities, small towns 
and rural areas. You can’t cover it 
with halfway measures. To sell the 
whole market, it takes PRACTI- 
CAL BUILDER, because PB 
reaches more contractor-builders 
(big, little and medium-size opera- 
tors)—because PB’s “‘how-to-do- 
it’’ editorial formula builds the 
kind of readership that sells build- 
ing products for manufacturers. 
Investigate before you invest! 


FREE—Write today for your 
copy of new PB Data Sheet with 
chart showing metropolitan vs. 
non-metropolitan building. 


The 
“How-to-Do-It” 
Magazine read 

| by 80,000 
Your Basic | practical Building 
Buy | Men 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE. * CHICAGO 3, ILL, 


a 
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Write for details on your letterhead. 


Practical Builder + Building Supply News 
5 Sovth Wabash Ave., Chicago 3, lil, 
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You Ought fo Kirow « .« iean 0. Reinecke 


The evolution of Jean O. Rein- 
ecke as a top-notch industrial 
designer began back in the sum- 
mer of 1926 while this young lad, 
then 17, was toiling in Pittsburg, 
Kan., over his il- 
lustrations for the 
“Little Blue 
Books.” 

Suddenly, he 
became aware of 
a man standing 
behind him 
studying the 
sketch on his 
board. The young 
artist was draw- 
ing, from a photo- Jean O. Reinecke 
graph supplied by 
the publisher, a likeness of the 
famous barrister, Clarence Dar- 
row. The visitor was Mr. Darrow 
himself. 

“Young man,” said the attorney, 
“your illustration of me is a good 
likeness, and it’s honest. One thing 
puzzles me, though. With your 
ability, what are you doing here?” 

Reinecke weighed the words of 
his critic carefully, put his desk in 
order, packed his portfolio and re- 
signed his $7-a-week job. 


@ Jean Reinecke was born July 9, 
1909, on a farm near Ft. Scott, 
Kan., and moved to Pittsburg with 
his family when he was nine. He 
later was graduated from the Pitts- 
burg College high school of Kansas 
State Teachers College, minus any 
scholastic honors but as a track 
letterman who had kept in con- 
dition with a paper route that got 
him out of bed at 4 a. m. 

Accepting Mr. Darrow’s advice, 
he headed to St. Louis, enrolled 
in Washington University’s art 
school, and got a job as poster 
artist and designer for an adver- 
tising display studio. A year later 
he was named art director. Under 
the careful tutelage of his boss, 
George Prater, owner of General 
Display Studio, Reinecke began 
developing into a talented de- 
signer. That led, naturally, to an 
assignment to General Display’s 
Chicago office as art director in 
charge of exhibit design for Chi- 
cago’s Century of Progress expo- 
sition. 


ws His earlier experience design- 
ing window displays and conven- 
tion exhibits served him well as 


MYSTIK 


| Put a potent sales message right on 
_ the product itself and watch it sell! 
| Just print your message on Mystik, 
the famous, patented printing ma- 
terial with the self-adhesive back. 
Mystik applies instantly, doesn’t 
harm fine surfaces, Is off easily. 
Mystik can be printed or litho- 
graphed in colors, die-cut to all 
sizes and shapes. Your salesmen get _ 
MystTIk ads up easily! } 


Chicago Show Printing Co., 2639 N. Kidare, Chicago 39 


he dug into his new task of de- 
signing World’s Fair exhibits for 
companies such as Chrysler and 
Union Carbide. And in 1934, less 
than eight years after leaving 
Pittsburg, he purchased General 
Display’s Chicago business in part- 
nership with the company’s Chi- 
cago salesman, James F. Barnes. 

During the process of preparing 
a client’s industrial exhibit, Rein- 
ecke often suggested changes in 
product design, sometimes just 
small details that he believed would 
enhance the product’s appearance. 
Occasionally, the changes were 
adopted by hard-boiled manufac- 
turers who sought to boost sagging 
sales and increase product ac- 
ceptance. Reinecke’s ideas clicked, 
and other manufacturers were 
soon calling him in for consulta- 
tion on product design. 

Reinecke realized he couldn’t be 
in two businesses at once, and 
that what he wanted most to do 


was make products better looking 
and more functional. The General 
Display business was sold, a year 
after its purchase, and a new or- 
ganization was formed, with Rein- 
ecke formally joining the young 
and growing profession of indus- 
trial design. 


ws His services soon were in de- 
mand by such companies as Chrys- 
ler (his first account), the Toast- 
master Products division of Mc- 
Graw Electric, Bell & Howell, Al- 
lis-Chalmers, Minnesota Mining 
and Dunbar Glass. He still serves 
most of the companies. 

One of Reinecke’s first custom- 
ers was Chicago Molded Products 
Corp. The knowledge he gained of 
the plastics industry, in designing 
diversified products of this resin- 
ous material, paved the way for 
him in winning 11 Modern Plastics 
awards for outstanding design. 
The only designer to win that 
many, he became ineligible for 
further awards in 1948 by accept- 
ing appointment as one of the 
judges, 


His work in the plastics indus- 
try led to his election as national 
director of the Society of Plastics 
Engineers. He helped form the 
society’s Chicago chapter and 
served as its president, later being 
made a director of the Chicago 
Technical Societies Council as the 
SPE representative. Reinecke also 
is a member of the Society of In- 
dustrial Designers. 


ws Reinecke,” who has designed 
hundreds of consumer products 
during the past 15 years, always 
has advocated giving the consum- 
er the best appearing, most func- 
tional products possible. On occa- 
sion, he has chided industry for a 
short-sighted view of product de- 
sign. In a recent Santa Barbara, 
Cal., talk, he insisted that “every 
product design influences the coun- 
try’s economy” and warned the 
plastics group “not to work in an 
ivory tower behind walls shutting 
out the desires and wants of the 
dollar-spending consumer...” 
After hanging his industrial de- 
sign shingle, Reinecke spent the 
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next decade in partnership with 
Barnes, who headed sales and pro- 
motion. Their company was in- 
corporated in 1946. 

World War II had knocked the 
slats from under the product de- 
sign profession, with consumer 
products relegated to a back seat 
as war work absorbed virtually 
al! production facilities. The com- 
pany’s engineering division was 
expanded until it reached a peak 
of 375 employes, including me- 
chanical, electrical and structura! 
engineers. Drafting rooms, once 
open to visitors, were kept under 
lock and key, and most incoming 
jobs were marked “restricted.” 


@ Reinecke’s foresight, while his 
company was still busy on war 
orders, helped ready his organiza- 
tion to serve industry during the 
reconversion scramble that fol- 
lowed. With the war over, the 
company retained a large en- 
gineering division, but once again 
put its industrial designers to 
work styling products ranging from 
cosmetic cases to cameras, from 


Catch em While Theyte Deciding” 


Recipe for success : 


RANTING that home is where most 


goods are used— 


Granting that home is where decisions to 
buy are made on everything from breakfast 
foods to electric dishwashers— 


Granting, further, that home is where brand 
preferences are born and bred— 


Then it’s only natural that Better Homes & 
Gardens is ‘America’s lst Point of Sale.” 


For BH&G has a_unique standing with 


ways to improve home living. 
Now, this 100% Service appeal 


es, oaluably 3,283,124 
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people to do things—and have things—that 
will make their good lot even better. It opens 
their pores to the buying impulse—and if 
you catch their eye while they’re making up 
their minds, you have a distinct “edge” in 
completing a sale. 


So far this year more than 1425 advertisers 
have already seen what “‘catch ’em while 
they’re deciding” can do. America’s First 
Service Magazine today is close to the top 
of any publication listing in terms of adver- 
tising revenue per issue.* 


If you want to sell a huge husband-wife mar- 
ket living in three-million-plus homes—with 
their above-average incomes, higher stand- 
ards of living, brisker buying habits—see 
your Better Homes & Gardens representative. 


* Want to know just how close? 
We'll be proud to show you! 
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toasters to tractors. 

Products styled prior to the war 
by his organization (such as Bell 
& Howell’s Foton still camera) 
came on the market, a testimonial 
to Reinecke’s designing skill. 

Early in 1948 Reinecke’s wife, 
Esther, became ill, a change of cli- 
mate was advised, and the design- 
er took a six months’ leave of ab- 
sence. While his wife was con- 
valescing, he thought over plans 
for the future. The company he 
helped form, he decided, had 
grown too large to continue cre- 
ating new designs and delivering 
the personalized service upon 
which he had built his reputation. 
More and more, his time was spent 
on administrative and executive 
duties. 


s When he and his wife returned 
to Chicago, Reinecke liquidated his 
interest in the company and a short 
while later hung his shingle out 
again, as J. O. Reinecke & Asso- 
ciates. Backbone of the new or- 
ganization is a team of design spe- 
cialists whose talents are well di- 


versified, but who can work to- 
gether in providing a personalized 
service to manufacturers. 

An excellent example of good 
product planning, Reinecke be- 
lieves, is Toastmaster’s program. 
Frequent product planning ses- 
sions are held with the executive 
vice-president and other key ex- 
ecutives in attendance, along with 
the general sales manager, ad 
chief, legal counsel, members of 
the company’s advertising agency, 
and the company’s industrial de- 
signers. Consideration of every de- 
tail, before existing products are 
restyled or new ones designed, has 
produced positive results—leader- 
ship in sales. 

Reinecke and his cohorts work 
in an atmosphere of complete in- 
formality. He urges his staff to 
leave the work boards whenever 
the mood takes hold, for what he 
terms “talent tuneups.” These may 
take the shape of a trip through 
a department store for product ob- 
servation and ideas, or simply a 
walk through the park where a 
change of scenery may kick loose 


an idea slow to form over the 
drafting board. 


ws Reinecke has found, however, 
that good product designs are not 
the result of sudden inspiration, 
but reflect a detailed and analyti- 
cal approach to the problem—with 
flash inspirations, if any, to come 
later. 

In dress, habits and manner, he 
definitely doesn’t represent some 
of the popularized versions of an 
industrial designer, who both at 
work and at home lives in an 
aesthetic atmosphere of perfumed 
air with surrealistic art dripping 
from the walls. He is completely 
unpretentious and dresses con- 
servatively. Fishing and photog- 
raphy are his principal diversions 
from designing tomorrow’s prod- 
ucts, 

Reinecke believes that business 
conditions today pose a major 
challenge to manufacturers. With 
some business men jittery and oth- 
ers resighting their merchandising 
guns, he continues to preach the 
product design panacea as the an- 


swer to sales slumps, recessions 
and psychologically-inspired de- 
pressions. 


Sales Contest Boosts 
Ice Appliance Orders 


As a result of a two-month ice 
appliance sales contest, City Prod- 
ucts Corp., Chicago, increased sales 
of domestic refrigerators, water- 
eases and other ice-using ap- 
pliances 28% during July and 
August, compared with a year ago. 
Unit sales were 20% greater than 
during May and June, the com- 
pany reported. 

During the contest, prospect 
names were sought from all em- 
ployes, as well as ice dealers. Sales, 
either by the employes themselves 
or by salesmen, qualified contest- 
ants for a total of 50 awards. En- 
try forms required contestants to 
write, in 100 words or less, how 
the prospect was lined up and 
how the sale was made. 


Kelley Appoints Irons 

Volney Irons has been ap- 
pointed resident manager of the 
Vancouver office of Russell T. 
Kelley Ltd. 


Beha aR EK i OPS ee 


Launches Ad Drive 
for Knox Hats in 


Magazines, Dailies 


New YorK—Hat Corp. of Amer- 
ica, for its Knox hats, is launch- 
ing a fall campaign in magazines, 
to carry through the Christmas 
season, and also will use newspa- 
per advertising, placed on a co- 
operative basis. 

The campaign will feature full- 
page, four-color, and half-page, 
two-color insertions in Esquire, 
Holiday and The Saturday Even- 
ing Post. Local newspaper adver- 
tising will be scheduled by re- 
tailers for appearance concur- 
rently with national magazine pro- 
motion. 

Advertising planned to appear 
just prior to the holidays will sug- 
gest methods of presenting the 
hats with gift certificates in holi- 
day packagings, such as Christmas 
tree balls, Tom ’n’ Jerry mugs, and 
toy-sized hat boxes. 

Rounding out its fall promotion, 
Knox is giving dealers a complete 
newspaper mat and merchandising 
manual, plastic displays, post card 
reproductions of hats for direct 
mail, and window posters. 

Geyer, Newell & Ganger is the 
agency. 


WVOT Appoints Three 

Harry Severance, P. O. Barnes 
and Mrs. Lynda Thomas have as- 
sumed duties as manager, sales 
promotion manager and advertis- 
ing manager, respectively, of Sta- 
tion WVOT, Wilson, N. C., after 
buying interests in the station. 
All formerly were connected with 
WGTM, Wilson. Hobb W. Ander- 
son continues as president of the 
corporation owning the station and 
Tommy Williams, former manager, 
continues as executive vice-pres- 
ident. 


Baker Appoints Lindsey 

W. A. Lindsey has been ap- 
pointed assistant radio director of 
Baker Advertising Agency, To- 
ronto. Formerly a free lance an- 
nouncer, Mr. Lindsey will continue 
with his present shows, “Caravan 
of Melody” for Cities Service, 
Tablyn’s “Kate Aitken Show” and 
Chiclets’ “Take a Chance.” 


for this Free catalog 


Here is a completely new catalog of 
Wood Type, unlike any wood type cata- 
log you have ever seen, 


In addition to showings of all currently 
popular faces it contains helpful sugges- 
tions for modern, profitable uses for 
wood type... 

Plus character point-width tables that en- 
able you to figure accurately, in advance, 
proper faces and sizes to use to fit any 
widths of lines called for on your layouts. 
Any Hamilton Dealer will be glad to ob- 
tain a copy of this new Hamilton Wood 
Type Catalog for you. Ask him, or 


Mail this coupon 


Hamilton Manufacturing Company 

Two Rivers, Wisconsin 

Send us your new, complete Wood Type 
Catalog. 


Your Name 


Company 
Street Address 


State 
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Printing Group Elects 


Russell J. Hogan, plant man- 
ager of Blanchard Press, New 
York, has been elected interna- 
tional president of the Association 
of Printing House Craftsmen. Oth- 
er officers are: Fred C. Baillie, Ot- 
tawa, Ist vice-president; J. Homer 
Winkler, Columbus, O., 2nd vice- 
president; Gordon J. Homduist, 
Los Angeles, 3rd vice-president, 
and Edward T. Samuel, Euclid, O., 
treasurer. 


Adkins Agency Moves 

A. L. Adkins Co., San Francisco 
agency, has moved its offices from 
693 Mission St. to 55 New Mont- 
gomery St. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally Y Burn -Smith 
o., Inc. 


Baltimore Agency 
Climaxes Meeting 
With Special Film 


BALTIMoRE—The entire staff of 
VanSant, Dugdale & Co. recently 
spent a day at the Maryland Yacht 
Club to take stock of the agency’s 
assets, scrutinize its activities, and 
measure its future. It was the 
company’s second annual one-day 
convention. 

A highlight of the meeting, 
which was entirely an intra-agency 
affair, was the showing of an in- 
spirational film based on the 
theme that “business profits do 
not come from making things, but 
from selling the things that busi- 
ness makes.” It was especially pro- 
duced for the convention by the 
agency. 

Techniques of copy writing, pro- 
duction, merchandising, mail or- 
der, trade, industrial, farm and 
financial advertising, publicity and 


public relations were reviewed. A 
radio giveaway quiz show sparked 
a session on radio and television. 


NAB’s FM Members to Get 


Transit Radio Study 

National Association of Broad- 
casters is mailing to all FM mem- 
ber stations a study of transit ra- 
dio operations (FM radio in public 
transportation vehicles). The study 
is based on the experience of seven 
FM stations engaged in transit ra- 
dio operations throughout the na- 
tion. 

The report will include informa- 
tion on audiences, contracts with 
transit companies, listener rela- 
tions, program and engineering de- 
partment compositions in stations, 
etc. 


Plan Marketing Institute 

The University of Minnesota, 
with the cooperation of the Twin 
Cities chapter of the American 
Marketing Association, will con- 
duct a marketing research institute 
Oct. 10-11 on the Minneapolis 
campus. 


ne ee x 


Federal Reserve Figures on 


WASHINGTON—Retail sales for 
the week ended Sept. 17 continued 
to show strength, despite the fact 
that they were 7% under sales for 
the same week in 1948. 

Dollar volume for the corre- 
sponding week last year reached 
its highest point for the period Jan. 
1-Oct. 1. That this year’s sales are 
only 7% under the 1948 record 
suggests that an excellent fall bus- 
iness for department stores now is 
a good possibility. 

Only one (Minneapolis) of the 
12 districts reporting to the Fed- 
eral Reserve Board registered an 
increase over last year’s dollar vol- 
ume. The Atlanta area, on the 
other hand, had a 17% loss. 

New England and West Coast 
cities, which have lagged behind 


POSTER AWARD 


TAYIAY, ©’ Oe 
AD <* 


> 


FIRST AWARD in the Max Schmidt Memorial Awards of 
1949 was taken by this outdoor poster designed by 
BBDO San Francisco for Standard 0il Company of 
California. A 24—sheet poster designed for Pacific 
Gas & Electric Company received honorable mention. 
The competition, founded to encourage western 
poster artists, is sponsored by the Pacific Coast 
Group of the Advertising Association of the West. 


LEG WORK 


TO START a new campaign right, a copywriter should 
get off his chair and see the people who will read 
the ads. The BBDO copy man who built this trade ser- 
ies for Du Pont talked with working lithographers 
over a period of weeks. He also spent several days 
supervising taking of pictures for illustrations. 
(The ads won a silver plaque for highest excellence 

in seventh Associated Business Papers competition.) 


NEW YORK * BOSTON * 


CHICAGO * 


BUFFALO * 
MINNEAPOLIS * SAN FRANCISCO * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CLEVELAND * DETROIT 
* LOS ANGELES 


PITTSBURGH * 
HOLLYWOOD 


THE SQUEAKING door on "Inner Sanctum" (Mondays, CBS) 
is the most famous door in radio. Week after week 
since July 1946, it has been opening the door to 
profitable sales for Bromo-—Seltzer. Also aiding in 
sponsor identification is the Bromo-—Seltzer 
"Talking Train," which puts over the product name 
and principal selling theme—"Fight headache 
three ways"—in an unusual and memorable style. 


SPREAD STEALER 


YOU DON'T have to hunt for th 


ese half-page ads for 


Carter's Trigs. They come right out and hit you! 
Prepared for The William Carter Company by BBDO 
Boston, they feature large, bold pictures, balloon 
headlines with telegraphic copy. This combination, 
plus the strong colors chosen for the bleed back- 
grounds, enables Trigs advertisements to "steal" 
with ease any magazine spread on which they appear, 


Department Store Sales 


DEPARTMENT STORE 
ay INDEX 


1935-39 EQUALS 100 


Week to Sept. 17, '49*p310 
Week to Sept. 10, '49*...274 
Week to Sept. 3, ’49*.....295 
Week to Sept. 18, ’48*...335 
Week to Sept. 11, '48*...285 


pPreliminary. : 
*Not adjusted seasonally. BS 


all summer, for the second suc- 
cessive week reported new buying 
strength. 


% Change from 1948 

Week Ending 
Federal Reserve Sept. Sept. Sept. 
District and City 3 10 17 


UNITED STATES ........ —5 —t _T 
Boston District .............. to 3; —4 
New Haven —13 1 —8 
ha 7 5 —2 
Springfield ..... —20 —_4 —8 
Providence .... —14 0 —12 
New York District ...... —7 1—5 
| —10 2 —6 
Buffalo 3 ro —6 
New York 6 rl —5 
Rochester —10 —2 —8 
Syracuse --6 --4 a 
Philadelphia District .. r—s ré —10 
Philadelphia _.............. r—8 7 —#8 
Cleveland District ......... —)> —10 —il 
pS Pe —5 —10 —17 
Cincinnati —12 —10 —12 
Cleveland .. —7T —7 —8 
Columbus .. —7 —10 —1! 
Toledo ............. —3 —10 —8 
Pittsburgh —11 —9 —10 
Richmond District ........ 0 ro —3 
Washington ................... 5 6 —3 
Baltimore ........... —6 —4 —!1 
Atlanta District ... 2 —I12 —17 
Birmingham —17 —16 —2l 
BIND . pastialistinnentimatitlialice —3 —10 —9 
SIS > ieee atunabnatinias 4 r—10 —16 
New Orleans ... 11 —17 —19 
Nashville ........ —3 —6 —12 
Chicago District —t —s —2 
Chicago _ ......... —l 0 —l 
Indianapolis ...... 2 —8 0 
CR —3 -—5 —3 
SE 0 6 5 
St. Louis District -—2? —13 —8 
Little Rock —3 —l14 —9 
Louisville ............ —6 3 —12 
St. Louis ......... 1 —15 —7 
ET ottinudnnashinine —l1 —12 —ll1 
Minneapolis District ... #1 #r0 7 
Minneapolis .................. 4 17 
SS . ° —6 
Duluth-Superior ........ 1 —13 —4 
Kansas City District .... 2 —7 —! 
PTTIET  tlaidincicitinsssglnidlanicese 5 —10 —5 
NY cnitienticienscaseus —8 —1 0 
ae 4 —8 —6 
ee 4 —§ 9 
Oklahoma City ........ —1 —7 —2 
yh ape oe See 0 —8 4 
Dallas District .............. —§ —10 —I4 
NE. denitatinistonnguiniidinions —8 —14 —9 
FOCC Warthn  .nccccecciccrn. —7 —5§ —5 
) Re See —16 —7 —25 
San Antonio ................ —12 —14 
San Francisco District —jI rei —! 
Los Angeles Area ... —7 —12 —14 
IEE - \inetienabinotevines --3 —5 —14 
San Francisco ............ —6 1 —4 
,., wwe ll —8 —4 
Salt Lake City 7 —o —1 
eer —14 —6 —8 
rRevised. 


*Data not available. 

#Figure based on reduced sampling 
owing to work stoppages in certain 
stores. 


Michelson Joins FC&B 


Paul Michelson, formerly with 
Brisacher, Wheeler & Staff, San 
Francisco, has joined the San Fran- 
cisco office of Foote, Cone & Bel- 
ding as a copywriter. 


Parfums Evyan to Hilton 


Parfums Evyan, New York, has 
placed its advertising for White 
Shoulders and Gay Diversion per- 
fume with Peter Hilton Inc., New 
York. 


(Cont. from pg. 20) 
Art Work Is Head Work— 
Says Smith, D. M. Art Expert 


Dan Smith, noted authority on 
typography and design, has de- 
veloped a technique for giving di- 
rect mail a fin- 
ished, profes- 
sional look . . 
at no extra cost 
Smith shows hou 
to make layout: 
sparkle; how t 
make people reac 
on; how to mak« 
people act! Smit! 
is one of 14 pro- 
fessionals wh: 
have written the 
NRB Direct Mai 


Dan Smith 


Manual. 
(Cont., Rylander Photo, Pg. 34) 


[Advertisement] 
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With the first sections of the first news- 
papers of the first cities of the country. 


Give your advertising the pulling power of the popular maga- 
zine and picture sections of The New York Sunday News, 
The Chicago Sunday Tribune and The Philadelphia Sunday 
Inquirer. With finest rotogravure and colorgravure reproduc- 
tion you are assured of high package and product identification. 


iii | | ’ - New York Sunday News | 
6 a : Bs “a : J Chicago Sunday Tribune 
5 4 a Philadelphia Sunday Inquirer 
Sunday - 7 i 


Punch : M ARKE R re) p 5 Rotogravure « Colorgravure 
: TS GI eid U . ‘ Picture Sections « Magazine Sections 
Vew York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 - Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
Jan Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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Daystrom Promotes Marder 

Walter S. Marder, formerly 
comptroller and assistant vice- 
president of the Daystrom Corp., 
Olean, N. Y., manufacturer of 
chromed tubular steel furniture, 
and a subsidiary of ATF Inc., 
Elizabeth, N. J., has been ap- 
pointed assistant to the president. 
He has been associated with the 
ATF organization for 26 years and 
with the Daystrom Corp. for the 
past two years. 
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After One Year, 
Visor Co. Sales 
Reach 6 Figures 


Transparent Visor 
Manufacturer Builds 
Big Business on Idea 


Cuicaco—Vision-Visor Corp. de- 
veloped a transparent plastic auto- 
mobile visor, introduced it in Au- 
gust, 1948, made first shipments 
Sept. 15, ’48, pushed its monthly 
sales volume well past the six-fig- 
ure mark by June this year and 
still has a large backlog of orders. 

Behind Vision-Visor’s spectacu- 
lar rise in the automobile acces- 
sory industry are an idea, three 
men and an agency. 

The idea came to R. H. (Bill) 
Williams as he was sitting in his 


office overlooking Michigan Ave- 
nue in 1946. Mr. Williams has been 
in the automobile accessory busi- 
ness in Chicago since 1930, when 
he disposed of his interest in Wil- 
liams & Hastings, Detroit distribu- 
tor of Hupmobiles. 


es As an accessory man, he natur- 
ally noticed all of the accessories 
with which new cars were loaded 
at the time. One of the most prom- 
inent postwar accessories was the 
opaque visor-sun shield. 

When the visors began to make 
their appearance on older model 
cars, he decided that a large po- 
tential consumer demand was 
ready to be tapped, and early in 
1947 called in an engineering or- 
ganization to develop a transparent 
auto visor (most of those on the 
market at the time were made of 
steel). 

A number of sketches and de- 
signs were produced, but no models 
were built. Mr. Williams discussed 
his idea with M. J. Lalick, a friend 
who .had been a manufacturer’s 


representative for a national arc 
welding marketer before launching 
his own welding manufacturing 
business. 


s Before long, engineer Lalick 
had the visor idea in the model 
stage, and model after model was 
built and tested for strength, ap- 
pearance and performance. Lalick 
became so interested in the pro- 
duct’s potentialities that he joined 
Mr. Williams as a partner in the 
venture. 

They had about decided to limit 
themselves to manufacturing and 
distributing the product locally 
when the Chicago automobile ac- 
cessory show came along in Au- 
gust, 1948. Jobbers swamped the 
booth with inquiries, orders and 
requests for franchises. Before the 
show was over, Vision-Visor had 
appointed representatives in al- 
most every section of the country, 
and had a huge backlog of orders. 

First shipments were made on 
Sept. 15, 1948. Orders seemed to 
mushroom in all parts of the coun- 


RETA MERS THRE 


Of S079 


Worcester is dotted with outstanding retailers in many fields 
who have turned high wage earning consumers into their 
own customers by a steady stream of product newspaper 


advertising in the Telegram-Gazette. Among them is this 
automotive and tire sales and service company, which began 
as a “hole in the wall” and now is a block long, modern 
establishment. 
The proven buying power of the Worcester area rates a 
“must” as an automotive goods market with 118,789 car 
and truck registrants who spend annually $78,000,000 in 
885 automotive stores and filling stations. All-of this buying 
power comes within the blanket coverage of the Worcester 
Telegram-Gazette, daily circulation in excess of 140,000, 
Sundays over 100,000. 


The TELEGRAM “GAZETTE 


WORCESTER, MASSACHUSETTS a 
; Georce F BooTn PubGshern- 


“MOLONEY. REGAN & SCHMITT. INC... NATIONAL REPRESENTATIVES: 


OWNERS of RADIO STATION WTAG 


WORCESTER WONDROUS TWINS: Wigh BUYING POWER UL!) Yutensive NEWSPAPER COVERAGE 
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CHROME AND Lucite NEEDS NO PAINTING 
CIFETIME Fimisn 


Vv Gimmetes glere > ce Ge & Guten > 
1 Ddteses bright lnghts po KI 
‘eau vrein ty emezing Aiter ike fine 
=the motel te peint—iile- sunglesses, shistds eyes from sun, sky, 
Sesh mow or oncoming headlight glere yer 
blocks visten Traffic lights shew true 


VISION-VISOR—Vision-Visor Corp. is 
launching its fall and winter campaign 
for its green, blue and red visors with 
copy in five automotive and service pub- 
lications. Promotion on the visors, which 
range in price from $24 to $35, is han- 
dled by Burlingame-Grossman Advertis- 
ing, Chicago. 


try. The partnership became a 
corporation in January, 1949, and 
in April Myron T. Harshaw pur- 
chased a block of stock and came 
into the company as vice-presi- 
dent in charge of sales. 


e Mr. Harshaw previously had 
been vice-president and a director 
of the’ Chicago office of Erwiti, 
Wasey & Co. in 1935 and ’36, vice- 
president heading Campbell- 
Ewald’s Chicago office for four 
years, and for six years with Na- 
tional Transitads as executive vice- 
president and general manager. 

Burlingame-Grossman, Adver- 
tising, was appointed in the same 
month, and since last April sales 
have tripled. 

First trade publication ads ap- 
peared in May, with copy boosting 
the chrome-lucite visor, which 
comes in three colors, green, blue 
and red. The appropriation was 
stepped up during the summer 
months and the schedule for the 
next six months is even more in- 
tensive. 


mw By 1950, Messrs. Williams, La- 
lick, Harshaw and Grossman hope, 
production and distribution will be 
sufficiently perfected to permit in- 
vasion of consumer publications. 

To date, the biggest problem 
Vision-Visor has faced is that of 
supplying demand. By Nov. 30, 
the company hopes to be in new, 
enlarged quarters and be able to 
fill orders from its 600 jobbers 
promptly. 

In June, a Canadian affiliate, 
Canadian Vision-Visor Co., was 
established. The company has a 
manufacturing plant in Rodney, 
Ont., and sales to date have been 
proportionately as successful as 
those in the United States. 

With monthly production of 
more than 7,500 visors, monthly 
retail sales in the six-figure brack- 
et, half-page color ads scheduled 
for five automobile and service 
publications, a new plant which 
doubles production and a hard- 
hitting sales team, Vision-Visor is 
rapidly moving toward member- 
ship in the select circle of auto- 
motive accessory “giants.” 


Packard Dealers to Benham 

Packard Dealers of Greater Phi! 
adelphia have retained Benha! 
Advertising, Philadelphia, to direc: 
a program of cooperative promc- 
tion in the Philadelphia area. Pa’' 
of the program will be a post-gar 2 
football roundup over Statio. 
WIP, following each Universi'y 
of Pennsylvania football game an | 
the Army and Navy game broac - 
cast. 


Selects Seidenbaum Agency 
General Refrigerators Corp., Ne’ 
York, has retained William ( 
Seidenbaum & Co. to handle ac- 
vertising in business papers an! 
by direct mail. Schank Advertis- 
ing, New York, formerly had th: 
account. 
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House Beautiful 


opens up a new area of knowledge 
on how to produce a better house with its 


CLIMATE CONTROL PROJECT § 


A continuing program of research and editing to define 
scientifically our scores of American climates in terms 
of how they affect housing and land development. The 
objective? To use the house structure and its immediate 
surroundings as a calculated device to reduce the stresses 
and strains of the local climate on Man and Materials. 

Operating on financial grants from House Beautiful, 
a panel of 8 scientists and 4 researchers has been 
investigating, at the level of pure science, the climate 
specifications of the most densely-populated areas in 
America. Their findings have been charted and graphed 
by Dr. Paul Siple for easy reference use by the build- 
ing industry, and will be published regularly in the 
A.LA. Bulletin. Reprints of regional analyses may be 
bought, by subscription, from the Climate Control 


Project Administrator, House Beautiful, 572 Madison 
Avenue, N. Y. 22, for $3 for every six regions. A 
3-ring binder is included, free of charge, with each 
subscription. Single copies for each region may be 
purchased for 50¢ each. 

Popularized versions of the same new information 
will be published monthly in House Beautiful, and 
will frequently be accompanied by actual houses 


(many of them demonstration houses open to the 


public) designed to cope with the stresses and strains. 


of that regional climate. 

House Beautiful’s new Climate Control Project gives 
a new frame of reference in which manufacturers of 
sound building products can present their story to an 


educated, comfort-conscious audience of readers. 


For more details on House Beautiful’s Climate Control Project write 


HOUSE BEAUTIFUL'S 
CLIMATE 
CONTROL 
PROJECT 


572 Madison Avenue, New York 22, New York 


House Beautiful | 
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Magazines Find 
Senate's Postal 
Bill Good, Bad 


New York—The general reac- 
tion of the magazine business to 
the new Senate postal rate bill 
seemed to be mingled relief and 
alarm. 

The alarm stemmed from the tact 
that the bill still promises to raise 
second class postal rates by ap- 
proximately 3344%. 

The relief came from the obvious 
willingness of the Senate commit- 
tee to eliminate some of the bill’s 
objectionable provisions, and the 
lowered goals. Instead of a $15,- 
000,000 increase in second class 
postage, the current bill is aimed 
at producing $10,000,000. 

Every change in the bill so far 
has favored publishers—the re- 
moval of the definition of advertis- 
ing, the excision of the surcharge 
and the revision of zone rates 
downward. The senate committee 
told publishers early in the hear- 
ings that the intent of the bill was 
not to put anyone out of business. 


es The bill contained certain 
changes in zone rates, varying from 
those first announced: 

Zone 5—5¢ instead of 6¢ as an- 
nounced; Zone 6—6¢ instead of 7¢ 
as announced; and Zone 8—10¢ 
instead of 9¢ as announced. 

Publishers will probably con- 
tinue their efforts to get individual 
congressmen to kayo the bill. The 
National Association of Magazine 
Publishers last week sent a letter 
to members, warning them that 
the committee action phase had 
passed, and that any further ef- 
forts must be directed at Congress 
as individuals. 

It seemed likely that the bill 
might go quickly to the Senate. 
As. the upper house revised its 
plans for a vacation, and report- 
edly prepared to stay in session 
into November, the likelihood of 
rapid legislative action loomed, 
and some observers thought the 
bill might be reported out of com- 
mittee this week. 

A major question in publish- 
ers’ minds seems to be the House 
postal bill. Originally, this was be- 
lieved to call for lower rates than 
its prototype in the Senate; then 


WILL YOUR NAME 
BE REMEMBERED 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 
means of never letting them forget you. 


Gits Knife, finest stee! 4-in-1 
blade, one hand operation, 
safe-locks in 5 positions for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 
or. Lustrous colored handles. 
Gits Razor-Nife with or with- 
out gold colored key chain, 
@ razor blade with a safety 
hondle, refillable, assorted 
colors. Imprinting 2 or 3 
lines. Lo: reminder. 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 “Plastic Eye" 
(straight) model or the No. 
122 “Super Right Angle” 
with belt dip. Lustrous col- 
ors, stunning design, pre- / 
focused with nickel ploted 
solid brass reflector. Shatter- 
proof lens. Memory-wise, the 
last word in thoughtfuiness. 
Ask your favorite specialty / 


jobber to 
show you the long line of GITS Quality Plastic Products, 
or write 


direct 
4600 W. HURON ST., CHICAGO 44, ILL. 


Manufacturer of the famous Gits Savings Bonks, 
Games, Letter Openers, Key Holders, Poker Chips, 
Stir Sticks, Ete. 


CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Street. Teronte 


the bills were said to be identical 
in their rate provisions; and it is 
not now known if the Senate’s 
subsequent revisions downward 
have been included in the House 
bill. 


Name Friedlander & Meyer 

Friedlander & Meyer, New York, 
has been appointed to handle ad- 
vertising for Waldbaum Stores and 
Kirschenbaum Bros., director of 
Westminster Chapels, both New 
York. Newspapers will be used for 
both accounts. 


Allan Names Carter Agency 


Allan Candy Co., Hamilton, Ont., 
has appointed Garry J. Carter Ad- 
vertising Agency, Toronto, to han- 
dle advertising and sales promo- 
tion. Business papers and direct 
mail will be used. 


Hansen To Graphic Arts 


H. Roberts Hansen, formerly 
with James E. True Enterprises, 
Long Island City, N. Y., direct 
mail operation, has been appointed 
vice-president of Graphic Arts 
Offset Corp., New York. 


Tussy Promotes Robinson 


Joseph Robinson has been named 
New England sales representative 
of Tussy Cosmetiques, New York, 
succeeding the late James J. Clif- 
ford. Mr. Robinson formerly was 
assistant to Mr. Clifford. 


Joins Free & Peters 


William N. Davidson, formerly 
in the station relations department 
of American Broadcasting Co., 
New York, has been named ac- 
count executive of Free & Peters, 
New York. 


Advertising Age, October 3, 1949 


Farrall Forms Own Agency 


Rex Farrall, formerly vice-pres- 
ident of H. M. Klingensmith Co., 
Canton, O., has formed his own 
agency, Rex Farrall Inc., with of- 
fices in the Mellett Bldg., Can- 
ton. 


Clary Multiplier to BBDO 


Clary Multiplier Corp., Los An- 
geles, has appointed Batten, Bar- 
ton, Durstine & Osborn, Los An- 
geles, to handle its advertising 
Dana Jones Co. formerly had the 
account. 


HOUSEHOLD 


Topeka, Kansas . 


Arthur Capper, Publisher 
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DuMont Dedicates 
Huge Video Plant 


East PATTERSON, N. J.—Dr. Al- 
len B. DuMont, president of Allen 
B. DuMont Laboratories, last week 
dedicated the company’s new 480,- 
000-square-foot plant here. 

This plant, which at capacity 
could turn out a new television 
set every 22 seconds, is the former 
Wright Aeronautical plant and is 


said to be “the largest of its kind 


in the world.” 

“The DuMont Story,” an hour- 
long dedication telecast, was car- 
ried over WOR-TV (DuMont’s 
WABD was busy with the tele- 
cast of a Yankee game) and ten 
stations of the DuMont Network. 

At the same time, the set man- 
ufacturer announced the addition 
of three new 19” tube receivers 
to its line—the Mansfield, a con- 
sole, priced at $645; the Westwood, 
which includes FM radio and space 
for a phonograph player, to retail 


for $545; and the Fairfield, a con- 
sole with FM radio and record- 
player, priced at $495. 


Presser Names 3 V. P.s 


Theodore Presser Co., Philadel- 
phia, publisher of Etude, has pro- 
moted three company executives 
to vice-presidents. Richard C. New- 
bold was elected vice-president in 
charge of merchandising; Herbert 
L. Brown, vice-president in charge 
of procurement; and Frederick L. 
Linck, vice-president and secre- 
tary-treasurer. 


Schick Buys TV Spots 


Schick Inc., Stamford, is airing 
a 13-week television announce- 
ment campaign promoting Schick 
electric shavers on 37 stations in 
15 markets. Time for the one-min- 
ute and 20-second spots was bought 
through Batten, Barton, Durstine 
& Osborn. 


Mogge-Privett Joins 4 A's 


Mogge-Privett, Los Angeles, has 
become a member of the American 
Association of Advertising Agen- 
cies, New York. 


belongs in the home 


in HOUSEHOLD 


Because Household goes to BIG families (over 2,500,000 
children) —more cooking, washing, sewing. With BIG homes 
(average 6.2 rooms)—more heating, plumbing, housekeeping. 


You can see why Household home editorial is strong on home products. 

Not one, but two regular features are devoted to appliances. Indeed, 
20% of all Household articles are on home furnishing and management. 
Already this year, 3,223 Household readers have told the editors 


what they do and do not like about the home equipment they use. 


Home families plus home editorial—there’s your profit combination. 
Household concentrates this combination where other magazines do 


not—in the big-spending communities under 25,000. And Household does 
it for /ess per page per 1,000—four colors, $3.20; black and white, $2.40. 


HOME FAMILIES wht HOME EDITORIAL 
—_—, 


2,107,586 reader families 


3,764,000 primary adult readers 


re 2,635,789 children 


Women 81% housewives 
* 


Families 62% home owners 


87% with gardens 


jx Eat three meals a day at home 


tr 82% in communities under 25,000 


tr Home building & modernization 14% 


tc Food 18% 


% Gardening 8% 
Child care 8% 


tr Beauty, fashion 5% 


% Miscellaneous 7% 


tr Home furnishing & management 20% 


% Fiction, inspirational, community improvement 20% 


YOU GOTTR Make 
CALLS 


w 


wa a, 
IF YOU WANTR cet resucte! 


"The 
SERVER” 


makes 


*240,000 


calls monthly on the 


BEVERAGE 
INDUSTRY 


32 STATES 
and the 
District of Columbia 


*This figure based on the mod- 
est estimate of two readers per 
paper each issue. . 


Issued twice monthly 
guaranteed circulation, 
each issue, in excess of 


60,000 


be Sy BARS, AND 
ILLS 


GRILLS ............... 41,357 
*PACKAGE STORES..... 13,103 
HOREES wcccccccccccccce 1,945 
FO eee 595 
WHO AALERS ........ 2,327 
BREWERS .............. 370 
DISTILLERS ............ 54 
VINTNERS ............. 251 
INDUSTRY EXECUTIVES = 


eee ewe eee ween 


OTAL 
Tale figure is straight Bn 
stores and does not include combinatien 
licensees permitted in Illinois, Wiscen- 
sin and New Jersey. These combination 
licensees are i 
and grills. 


included in taverns, bars 


| supe, SEND ME DETAILED INFO — 
j ON “THE SERVER” 


| WANE... se sseeeees ca : 
| ADDRESS. . . .. jionecterdotn 
ft °F —_ a | 


The Server 


Publishing Office 
206 S. Michigan Ave. 
Chicago 4, Illinois 


New York Office 
122 E. 42nd St. 
N. Y.C. 17,N. Y. 


See adv. in S. Ss. 
UNION SERVER, Tne. 
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Circulation Letter 
Judging Contest Is 


Renewed by ‘Time’ 
New Yorx—Time will reintro- 


Becomes McDonald-Thompson 
Roy M. McDonald & Co., San 
Francisco publishers’ representa- 
tive, has changed its name to Mc- 
Donald-Thompson. The company 
has opened a fourth branch of- 
fice in Fort Worth. 


‘Screen Test’ Sold 

Duffy-Mott Co., New York, is 
sponsoring “Hollywood Screen 
Test,” an ABC-TV sustaining fea- 
ture, over six American stations. 
Time for the 30-minute program 
—Saturdays at 7:30 p.m., EST— 
was bought through Young & Rub- 


Clayton Moves to Manz 

Karl Clayton, formerly plant 
superintendent and junior part- 
ner, Stearns & Co.; Chicago color 
engraver, has been named engrav- 
ing superintendent of Manz Corp., 
Chicago printing and engraving 
concern. 


Advertising Age, October 3, 1949 
Gimbels Buys Truex Show 


Gimbels Bros. will bow as a TV 
sponsor in New York Oct. 13 as 
backer of “The Truex Family” 
over WPIX. Time was bought di- 
rect. The company has been using 
television for its Milwaukee and 
Philadelphia stores for some time. 


ie et ase # 


duce “circulation letter sweep-| 4, ,oints Alan Burman icam. oe 
soenee” thls week after @ seven- TAlan R. Burman, formerly with Topping Joins Wright Representative Moves Al 
year lapse. The sweepstakes are|y Walter Thompson Co. New|Joins VanSant Agency S. G. Topping, formerly with| Frank J. Enright & Associates, at 
run in the form of a contest in| York, has been named radio and| Manson M. Steffee, formerly| Schwimmer & Scott, has joined | publishers’ representative, has in 


which admen are invited to judge 
the effectiveness of direct mail 
letters. 

In 1941 more than 4,000 adver- 
tising men entered the contest, and 
almost the same number took part 
in 1942. 

“The demand for Time during 
the war years was such that we 
didn’t send out many new-sub- 
scriber letters,” said H. H. S. Phil- 
lips Jr., advertising director of 
Time, in announcing resumption of 
the sweepstakes. “Even now our 
circulation people are sending out 
fewer letters in proportion to our 
total circulation than they did be- 
fore the war. But our friends in 
advertising seemed to get such a 
kick out of the letter picking con- 
test that we decided to stage a 
revival.” 


s Seven letters are being sent to 
men on Time’s promotion list Oct. 


7, the same day they are mailed to}. 


a list of prospects. The contestants 
then have two weeks to judge the 
letters, and return entry blanks by 
Oct. 21 to qualify. Letters pull for 
eight weeks until midnight, Dec. 
2, when the contest closes. Their 
pulling power determined, the win- 
ning letter-judging experts will 
be announced shortly afterward. 

In 1941, only one man, William 
Saul of Albert Frank-Guenther 
Law, guessed the correct pulling 
order of the letters, to win first 
prize of $500. In 1942 there were 
eight letters to be judged, and 
prizes increased. Four men hit the 
jackpot for $1,000 war bonds with 
a perfect score. 


Shifts A. L. Goebel 


A. L. Goebel, eastern advertis- 
ing manager of World Ports, has 
been appointed eastern advertis- 
ing manager of Transportation 
Supply News, succeeding E. F. 
Hoffman Jr., who resigned to join 
Ahrens Publishing Co. Both pub- 
lications are published by Traffic 
Service Corp. Mr. Goebel will 
make his headquarters in New 
York. 


Grant Appoints Penn 

Richard Penn has been ap- 
pointed a vice-president in charge 
of the international division of 
Grant Advertising, New York. For 
the past 18 years he has been with 
Colgate-Palmolive-Peet as foreign 
advertising manager and for 12 
years as general manager of va- 
rious subsidiaries in Latin Amer- 
ica. 


Pushes New Funk & Wagnalls 
Unicorn Press Inc., New York, 
has just launched a nationwide 
large-space campaign pushing the 
new Funk & Wagnalls encyclo- 
pedia in more than 200 daily news- 
papers and Sunday supplements, 
Puck—the Comic Weekly and the 
Metropolitan Group. Leonard Ad- 
vertising Agency placed the ads. 


(Cont. from pg. 28) 

New Release explains D. M. 
Printing Processes 

R. G. Rylander, president, Ry- 
lander Co., tells how to select di- 
rect mail forms and processes in 
new NRB Direct 
Mail Manual. Ry- 


television director of Wilson, 
Haight & Welch, Hartford and New 
York agency. 


with Norman Malone & Associates, 
has joined the copy staff of Van- 
Sant, Dugdale & Co., Baltimore. 


Wright & Associates, Advertising, 
Chicago, as assistant to William E. 
Wright. 


moved from the Union Commerce 
Bldg., Cleveland, to 16718 Kenyon 
Rd., Shaker Heights 20, O. 


lander’s section, ; ? JOUR 
teen, 
a ae THE IRON AGE + HARDWARE AGE * DEPARTMENT STORE ECONOMIST + BOOT AND SHOE RECORDER + THE OPTIC/| | 


forms, sizes and 
styles; covers ad- 
dressing, printing 
processes, ways 
to produce let- 
ters; furnishes 
guides for deter- 
mining best for- 
mats. 

Gaw Photo, Pg. 46) 


Advertisement } 


COMMERCIAL CAR JOURNAL ¢ THE SPECTATOR LIFE INSURANCE IN ACTICN 


R. G. Rylander 


(Cont., See 
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Apinles Diapers 
Will Get Expanded 


Distribution Soon 


Cuicaco—With Peoria _ retail- 
ers reordering its waterproof dia- 
oer panties in heartening fashion, 
Apinles Diaper Co. plans to add 
a second test market soon in build- 
ing distribution of the product. 

The Chicago manufacturer ran 
a 1,760-line editorial-style ad in 


the Peoria Star early in Septem- 
ber, listing almost a score of 
stores at which mothers could pur- 
chase Apinles diaper panties and 
carrying a coupon which retailers 
could use in ordering stock direct 
from the company. 

Madison, Wis., or Rockford, DL, 
may be the second test market es 
distribution is expanded. Continu- 
ing sales will help the company 
determine how fast national dis- 
tribution can be attained, and 
when it may promote the product 


in magazines. 

Apinles is headed by Harold 
Lisberg, whose father, Harry E., 
is a Chicago blouse manufacturer. 
The diaper panties aren’t unique 
on the market, but the company 
believes its entry in the field is 
superior, in several important re- 
spects, to the pinless diaper pro- 
moted by a West Coast manufac- 
turer. Apinles began production of 
its diaper panties, which feature a 
plastic fabric, last February. 

Retailers, whom Apinles is sup- 


plying direct until its hoped-for 
distribution demands a _ whole- 
saling setup, are urged to tie in 
with window and counter displays, 


and are offered ad mats featuring 


the diaper panties. 
Gershuny Associates handles the 
account. 


WNLE Appoints Gloetzner 


John Gloetzner has been ap- 
pointed sales manager of Station 
WNLK, Norwalk, Conn., succeed- 
ing Jerry Marcus. 


JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR PROPERTY INSURANCE REVIEW + 


tunities . 


Philadelphia 39, Pa. 


~ 


CHILTON COMPANY (INC) 


Chestnut and 56th Sts. 


100 East 42nd Street 
New York 17, N. Y. 


DISTRIBUTION AGE 


Money .. . lots of money! The average investment required to 
put an American to work is eight thousand dollars. Now, multiply 
that figure by sixty million workers and .. . you're right—that 
is a lot of money! 


What is the source of this money? Mostly, it comes from men 
and women willing to risk their savings in some new or expand- 
ing enterprise. Why? In the hope of getting a fair return on 
their investment. 


The planners of a “better world” ignore these facts of economic 
life. They offer a free ride to health, wealth, and happiness. 
They forget to add that this ‘free’ ride demands confiscatory 
taxes and strangling regulation . . . the eventual drying up of 
venture capital. 


We, at Chilton, feel that a stop should be put to this reckless 
talk about “excess” profits. The need is for “persuasive” profits 
to coax more venture money into the stream of business and 
industry, so that there will be more and better job oppor- 
. continued job-security. The first step to making 

“persuasive” profits possible is a realistic over- 

haul of our tax structure. 


¢ AUTOMOTIVE INDUSTRIES * MOTOR AGE 
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Our Most Effective 
Tools for Producing 


ADVERTISING 


That Sells! 


Styles, habits, modes of living have 
changed greatly . . . but most Ameri- * 
cans are still fundamentalists who 
base their actions on common sense 
and talk in plain words. 


Advertising should be on a similar 
plane. Jittery jingles and modern 
illustrations sometimes get momen- 
tary attention, but advertisements 
that really impress readers are usually 
simple in both layout and language. 


That’s why we consider common 
sense and plain words our most effec- 
tive tools for producing advertising 
that sells. That’s why we always make 
cross-section surveys of markets and 
their people before preparing cam- 
paigns for new clients. These surveys 
give continuous proof that the neigh- 
borly approach is best. 


It’s easy for us to produce such adver- 
tising because nearly everyone here 
is a typical American. We talk his 
language . . . naturally. And our town 
is well populated with top-notch 
artists, photographers, engravers, 
printers . . . all graphic arts suppliers 
required. Result: No need to depend 
upon metropolitan sources for a thing. 
Our clients benefit! 


If you’d like to see how we apply 
common sense and plain words to 
advertising, write today. 


r 


ADVERTISING 


\ CHAMPAIGN . ILLINOIS ] 
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Pleas for Frequency 
and Bulk Rates Only 
Weary ‘N. Y. Sun’ 


New Yorx—By now one New 
York paper is getting tired of be- 
ing prodded to offer bulk and fre- 
quency discounts, since it has been 
doing this for some time. 

The New York Sun, since Feb. 
15, 1947, has not only offered 
either discount but also a com- 
bination whereby the advertiser, 
in meeting the requirements of the 
bulk contract, may also qualify 
for the frequency discount, and 
gain the advantage of both. 

Now the only New York eve- 
ning paper to do this, the Sun 
brought its rate structure to adver- 
tisers’ attention recently by a bus- 
iness paper ad which applauded 
the Portland Oregonian’s new pol- 


icy of making bulk and frequency 
rates available. 

It seemed high time for the 
Sun’s ad since, on Aug. 30, the As- 
sociation of National Advertisers 
sent the paper a letter, as it did to 
papers all over the country, urg- 
ing, volume discounts. The Sun 
then received a letter from a na- 
tional advertiser, also sent to all 
major papers, which brought the 
Oregonian’s move to the Sun’s no- 
tice. 

At this point, to bring about 
some awareness of its rates, the 
Sun ran its ad which congratulated 
the “Oregonian on a constructive 
move to benefit advertisers” and 
pointed out that it has been of- 
fering similar inducements “for a 
number of years now.” 


a The Sun installed its present 
policy, according to Harold L. 
Goldman, the paper’s advertising 
director, in order to break down 
the differential between local and 
national advertisers. “We believe,” 
he said, “that it is the newspaper’s 
function to render all the service 
it can.” 

In line with this thinking, the 
Sun has made its offer of bulk and 
frequency discounts a flexible one. 
Other papers now offering such 
discounts in many cases make it 
effective only under certain man- 
“datory conditions. 


Schenley Gets Injunction 

on Price Cuts in Illinois 
Goldblatt Bros., Chicago, depart- 

ment store, has been restrained 

from selling Schenley whiskies be- 

low fair trade prices, under a tem- 


OUR READERS ARE 


YING 
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Manu- 
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ICE CREAM 


CREAM MANUFACTURERS 
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located in all cities and towns, 
and who sell through whole- 
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stores. 
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Every worthwhile milk dealer, 
creamery products manufac- 
turer and ice cream manu- 
facturer regularly uses this 
large red book as a BUY- 
ING GUIDE and DIREC- 
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porary injunction issued in Cook 
County, IL, circuit court. Gold- 
blatt cut prices a week ago, as did 
some other liquor retailers, follow- 
ing an Illinois supreme court order 
nullifying a 1947 state mandatory 
minimum price law on liquors 
(AA, Sept. 26). 

Schenley Distilling Co. and a 
subsidiary, Straight Whisky Dis- 
tilling Co., asked for the injunc- 
tion, saying the department store 
violated a voluntary fair trade act 
passed in 1936 in Illinois. About 
90% of liquor dealers in the state 
reportedly contract with distillers 


and distributors to maintain fair 
trade prices voluntarily set under 
the 1936 law. 


Chrysler-Plymouth Dealers 
Try Television in 6 Cities 


Chrysler-Plymouth automobile 
dealers in eight major cities ore 
sponsoring the first Chrysler tele- 
vision program for a 13-week 
period this fall. In six cities the 
“Touchdown” program will fea- 
ture collegiate football games, and 
in two cities professional games of 
the National Football League. 


The 30-minute program broad- 
cast weekly features outstanding 
plays of the four or five top games 
of the previous week. The collegi- 
ate “Touchdown” program will be 
telecast in New York, Boston, De- 
troit, Cleveland and Washington. 
| The professional version will be 

shown in Chicago and Philadel- 
phia. 


Sholl Sr. Appointed 


Raymond Sholl Sr. has been 
appointed executive vice-presi- 
dent in charge of merchandising of 
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McLain-Dorville, Inc., Philadel- 
phia agency. A typographical error 
caused an item in the Sept. 19 issue 
of AA to read “Raymond Sholl 
Jr.” in connection with the ap- 
pointment. 


Gold Heads Film Group 


Melvin L. Gold has been re- 
nominated president of the Na- 
tional Television Film Council, 
New York. Others named are Wil- 
liam S. Roach, vice-president; 
Sally Perle, secretary; and 
Evans, treasurer. 


=A 


Leon F. Banigan, Editor of FLEET OWNER 
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Advertising Age, October 3, 1949 


ARF’s 11th Study of 
Farm Papers Covers 
* « ’ 

‘Prairie Farmer 

New YorK—Advertising Re- 
search Foundation recently marked 
the fifth anniversary of the Con- 
tinuing Study of Farm Publica- 
tions, a series of audience and 
readership surveys, with publica- 


tion of a report on the Prairie 
Farmer, and with announcement 


that it will give results of a survey 
for the Southern Planter in De- 
cember. 

During the past five years, ap- 
proximately $270,000 has been 
spent in development and opera- 
tion of the project, which has sur- 
veyed 11 farm publications. All 
costs have been defrayed by the 
Agricultural Publishers Associa- 
tion and its 30 member publica- 
tions. 

A center spread for Crow’s hy- 
brid seed corn topped the men’s 


list of highest scoring ads for the 
May 7 issue of the Prairie Farm- 
er, while a full-page b&w display 
for Gold Medal enriched flour at- 
tracted more women readers than 
any other ad. 

Results are published in a 92- 
page report now being distributed 
to more than 3,500 advertisers, 
agencies and publishing executives. 


e Four studies have been made 
each year since the project began 
on a continuing basis. In preparing 


the 11 reports completed so far, 
approximately 7,000 interviews 
have been made in 34 states. 
Scores have been obtained on the 
reading by men and women of 
more than 1,600 general display 
ads. 

The object of the study is to 
measure the audience and read- 
ership of farm publications, to ob- 
tain information to help adver- 
tisers and agencies in scheduling 
more effective media, and to aid 
publishers in evaluating and im- 


cG 


Editor of LER 


It is indicative of McGraw-Hill’s determination to make FLEET OWNER outstanding in the 
trucking field, that Leon F. Banigan has been appointed editor. 


pean (uch bndaily 


M W-HILL Appoints 


R 
ET-WNER 


Mr. Banigan has been a prominent editor of automotive publications. He has long been 
recognized as a leader in the trucking industry. He has served as an active member of 
important government and association committees. 


For 16 years he was editor of Chilton automotive papers. He took MOTOR WORLD 
into the automotive wholesale field in 1925 as editor, and served as editor of AUTOMOBILE 
TRADE JOURNAL when it was combined with MOTOR WORLD WHOLESALE and 
MOTOR AGE in the early ’30’s. 


oO 


For the past 10 years “Ban” has served as Managing Director of the National Council 
of Private Motor Truck Owners, Inc. During this period the organization expanded from 
less than 50 member operators to today’s total of over 500 individual fleet owners. Mem- 
bers of the association operate in excess of 1,000,000 commercial vehicles. 


During World War II, Mr. Banigan was loaned to ODT to help set up and administer 


truck operations, and is currently serving on National Security Resources Board transpor- 
tation “task groups.” He also serves on the national committees dealing with matters affect- 
ing truck operators: Committee on Economics of Motor Vehicle Sizes and Weights (Highway 
Research Board) ; Committee on Uniform Traffic Laws and Ordinances; National Committee 
for Motor Vehicle Fleet Supervisor Training; National Committee for Traffic Safety. 


Mr. Banigan will now devote this unique wealth of editorial and truck experience to 
the editorship of FLEET OWNER. He will head up a staff of top-flight editors and have at 
his immediate disposal all the news-gathering and research facilities of the entire McGraw- 
Hill organization. 


FLEET OWNER Zoo s.nscram-nus runuicarion 
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proving their publications. 

Farm publications surveyed to 
date include: California Farmer, 
The Farmer, Kansas Farmer, New 
England Homestead, Ohio Farmer, 
Poultry Tribune (central edition), 
Prairie Farmer, Progressive Farm- 
er (Texas edition), Successful 
Farming, Wallaces’ Farmer and 
Iowa Homestead, and Washington 
Farmer. Field work on the South- 
ern Planter has already begun. 


McKinsey Opens L. A. Branch 

McKinsey & Co., New York, 
management consultant, has open- 
ed a branch office in the General 
Petroleum Bldg., Los Angeles. A. 
E. Werolin will be the partner in 
charge. Other offices are located 
in Boston, Chicago and San Fran- 
cisco. 


Zenith Names Truesdell 

Leonard C. Truesdell, formerly 
vice-president in charge of mar- 
keting of Hotpoint Inc., has been 
appointed to the newly created po- 
sition of sales manager for house- 
hold radio and television for Zenith 
Radio Corp., Chicago. 


" 
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Well executed advertising in 
foreign markets through central- 
ized control can give a big boost 
to your export sales. But to get 
the most sales for the money 
you invest, you must engage ex- 
perienced export advertising 
counsel. 


The 10 recognized agencies 
listed below have the experience 
and ability to give you expert 
service. They all specialize in 
export advertising. They are 
uniquely qualified to plan, pre- 
pare and place advertising in 
foreign newspapers, magazines, 
radio and other media. And they 
are familiar with consumer at- 
titudes, market conditions and 
sales channels abroad. 


For complete information on 
the services available, write to 
any agency listed below, or di- 
rect to: 


Association of 


EXPORT ADVERTISING 
AGENCIES 


285 MADISON AVENUE, NEW YORK 17, N. Y. 


ee louhes Aegencies: ae 


T. B. BROWNE, LTD. 
551 Fifth Av., New York 17, N. Y. 
THE BUCHEN COMPANY 
400 W. Madison St., Chicago 6, I. 
DORLAND, INC. 
(International Division) 
247 Park Av., New York 17, N. Y. 
EXPORT ADVERTISING AGENCY, INC. 
919 N. Michigan Av., Chicago 11, Ill. 
FOREIGN ADVERTISING 
AND SERVICE BUREAU, INC. 
342 Madison Av.,New York17,N.Y. 
GOTHAM AD/ERTISING COMPANY, INC. 
2 W. 46th St., New York 19, N. Y. 
J. ROLAND KAY, INC. 

230 E. Obio St., Chicago 11, Iil. 
NATIONAL EXPORT 
ADVERTISING SERVICE, INC. 

405 Lexington Av.,New York 17,N.Y. 
ROBERT OTTO & COMPANY, INC. 
271 Madison Av.,New York 16,N.Y. 
IRWIN VLADIMIR & COMPANY, INC. 
285 Madison Av.,New York 17,N.Y. 
One N. La Salle St., Chicago 2, lll. 
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RESULTS _from 3-line wait : 


A FEW OF THE REASONS WHY THE [I 
LINAGE THAN # 


GEORGE A. POOLE, 10701 
Avenue M, Chicago, offered a 
Springer spaniel for sale for 
$100 in the want ad section of 
the Chicago Tribune. His offer 
drew 97 replies and he sold the 
dog at the asking price. This is 
typical of the reader interest 
and response which bring to 
the Chicago Tribune far more 
want advertising than appears 
in all other Chicago newspapers 
combined. And, incidentally, 
more of the Chicago promo- 
tion budgets of dog food proc- 
essors than all other Chicago 
newspapers combined. 


"OUR STORES WERE UNABLE TO PROCESS completely all 
sales consummated yesterday,” wrote Milton Fish, vice president, 
L. Fish Furniture Co., after this firm placed 18 full pages of adver- 
tising in the Chicago Tribune on July 4, the largest single advertis- 
ment ever printed in this newspaper. ““We projected a volume 50% 
greater than the same day last year. Yesterday our sales were 
double the same day last year and 50% greater than the volume 
we budgeted.” 


EVERY WEEK FOR 385 consecutive 
weeks, Wilson & Co. has placed an adver- 
tisment similar to the one at left in the 
Thursday food pages of the Chicago Trib- 
une. Featuring timely recipes from the 
Rector Kitchens, the series began in the 
Chicago Tribune May 7, 1942. The ads 
measure some 135 lines on two columns. 
Ewell & Thurber Associates is the agency. 


SINCE JUNE 2 when the Squirt 
Co. launched the first of three 
newsprint color pages in the 
Chicago Tribune, the firm has 
added more than 1,000 outlets 
in chain and independent gro- 
cery stores and reports sub- 
stantial increases despite a 25% 
price boost and heavy compe- 
tition. In Chicago, no other 
form of advertising has been 
used except the newsprint color 
pages and a schedule of black 
and white placed by Harring- 
ton, Whitney and Hurst, Inc. 
in the Chicago Tribune. 


“t 


gest 
iplecti@n 


“— 


“IT’S ONLY MID-SEASON and 
already inquiries have hit the 
3,000 mark,” reported Milton S. 
Garfield, advertising counsel for 
Pine Point Lodge, Elkhart Lake, 
Wis. “Meaning that even a mod- 
est schedule in the Chicago Trib- 
une virtually guarantees big re- 
sults. No other Chicago papers 
were used.” Here’s one reason why 
resorts and hotels place in the 


Tribune more of their advertian POLICE WERE CALLED TO HANDLE the crowds after Lane 
budgets than they place in al Bryant announced its remodeling sale in a full page advertisment 
other Chicago newspapers come featuring upstairs merchandise and placed exclusively in the Chicago 
bined. Tribune. This kind of response is one of the reasons why this fashion 


establishment places far more of its Chicago newspaper advertising 
budget in the Tribune than in any other Chicago newspaper, 
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ds to 18 


page sections: 


HICAGO TRIBUNE PRINTS MORE ADVERTISING 


| ANY OTHER PUBLICATION IN THE COUNTRY 


git WINE manage OF BRANO New 
No matter what you sell or to whom you sell, the Happy Home Dresses 


typical case histories reported here make plain 
that there are greater sales ahead in Chicago when 
you make adequate use of the Chicago Tribune. 

This is a fact recognized by retailers, manufac- 
turers and the general public. To take advantage 
of their opportunities in the multi-billion dollar 
Chicago market, they placed in the Chicago Tribune 
during the first eight months of this year the 


largest volume of advertising linage printed by 


any publication in the country. 


CHICAGO TRIBUNE 


August average net paid total circulation: Daily Over 940,000—Sunday, Over 1,475,000 


“IN THE FIRST THREE days of 
the sale, we did a normal full 
month’s volume,” reported R. L. 
Hirsch, president, Hudson-Ross, 
after this full page on phonograph 
records appeared in the Tribune. 
“Our advertising growth in the 
Tribune has been from less than 
5,000 lines per year a few years 
ago to over 100,000 lines in the 
first six months of 1949.” 


oe 


In New 
Convenient Table 
Dispensing Jor! 


ne’ 


~ 


New “Stop and Go" 
Pouring Spout with 
Pinger Tip Contrats Ends 


BASED ON TESTS in other 
cities, Lake Shore Honey expected 
8,000 coupons, plus box-tops, 
from this coloroto page in the 
Chicago Sunday Tribune featur- 
ing a perfume premium offer. The 
final count of more than 20,000 
coupons is one of the reasons why 
this firm places more of its Chi- 
cago promotion budget in the 
Tribune than in all other Chicago 
newspapers combined. Mitchell- 
Faust Adv. Co, is the agency. 


ST Se TT 
Now Noture's Golden Wonder Food Brings Quick Energy! 


DEALERS IN 82 CITIES 
and towns bought 69,237 
lines of advertising in their 
own hometown news- 
papers tying in with this 
Reliance Manufacturing 
Company page in the roto 
picture section of the 
Chicago Sunday Tribune. 
“The most impressive 
demonstration of retail 
support ever shown by our 
dealers,” reported A. J. 
Galvani, vice president. 
Theagency is Earle Ludgin 
& Co. 


THIS WANT AD PRODUCED 18 replies, sold five auto- 


mobiles, or “$5,975 worth of business on a $3 investment,” 
reported Dave Seidler, 3722 S. Harlem, Chicago. “We 


MORE THAN 100,000  »y,i! 
order customers have been put 
on the books of the Owen Nursery, 
Bloomington, Ill., by this firm’s 
series of small space advertisments 
appearing in Chicago in the Trib- 
une. “TI can tell whether or not we 
have had an au in the Sunday 
Tribune any Monday morning 
simply by noting the volume of 
mail, rather than referring to our 
advertising schedule,”’ wrote 
James W. Owen, proprietor. The 
Biddle Company is the agency. 


have always found the Chicago Tribune by far the most 
satisfactory medium for advertising both our new and 
used cars.” 


The name Oscar Mayer on the famous 
Is your guarantee of « 
ALL-MEAT WIENERS! 


— 


Site 4 vo M3; 
a | 
k . ao ee 
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MORE THAN FOUR TIMES as 
many Oscar Mayer frankfurters are 
sold in Chicago as the next leading 
brand. Since 1945, Oscar Mayer’s 
promotion program has been built 
around 45 Grafic color pages and 
7 newsprint color pages in the Chicago 
Tribune, which last year received 
82.5% of the Oscar Mayer expendi- 
ture for advertising in Chicago news- 
papers. Sherman & Marquette, Inc. 
is the agency. 
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Deckinger Says 
Admen Must Now 
Use TV in N. Y. 


New Yorx—Nighttime radio in 
New York already requires sup- 
plementation by television. 

This opinion was voiced last 
week by Dr. E. L. Deckinger, re- 
search director, Biow Co., in a talk 
before the American Marketing 
Association’s radio and television 
discussion group. 

“Television’s impact obviously 
will be felt first and strongest in 
the big markets, the big cities, the 
upper income groups...in other 
words, the juiciest areas,” he said. 
“Right now in New York if you’ve 
got nighttime radio, you had best 
add television. 

“With 25% of New York owning 
sets, by year’s end, it’s pretty hard 
to get into those 25% of homes 
with a radio program. Maybe 
you've got a hell of a property that 
will do it, but I would hesitate to 
count on it.” 


s At the same time, Dr. Deckinger 
asserted that radio, a “tremendous- 
ly efficient mass medium,” which 
reaches anybody who wants to lis- 
ten, “on a cost basis, is going to be 
able to hold its head, in a national 
way, pretty high for some time to 
come.” 

He believes that cost per thou- 
sand for radio and video will get 
closer together as TV gains cir- 
culation. Cost ratio on AM & TV 
spots in New York was 3.3 in Jan- 
uary. By next January it will be 
about 2.3, he predicted. 

The rural areas, which the pres- 
ent TV scheme makes no provision 
for, may be radio’s happy hunting 
ground in the future, the research- 
er said. He added that he considers 
C. E. Hooper, to whom “radio re- 
search owes a great debt of grati- 
tude,” to have performed an “un- 
intentional disservice” with his 
ratings. 


es “My warning is,” Dr. Deckinger 
explained, “if you use Hooper’s 
radio ratings, please keep in mind 
that his evidence of radio versus 
video is obtained only in telephone 
homes in 36 cities where this [TV] 
cut-in will exert its greatest ef- 
fort.” 

The Biow executive suggested 
that CBS Board Chairman Will- 
iam S. Paley bought “those expen- 
sive programs away from NBC” 
for two reasons: “He wanted the 
programs to be on the air be- 
cause he felt that radio, to get peo- 
ple to listen, would have to of- 
fer superior entertainment—or it 
wouldn’t reach anybody because 
of the interesting pressure of tele- 
vision. Secondly, he wanted those 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You've got to put ‘em right over the 
plate or you won't sell the hard hitting 
Bayonne Market. 

The Bayonne Times wins in the home park 
every day with a .760 batting average 
and 93% for the circuit (home delivered) . 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., 4. Y. - 228 0. LaSalle St., Chicago 


properties for television. 

“He may find the second ad- 
vantage far greater than the first. 
Radio before too long will be un- 
able to support very expensive ra- 
dio properties unless the cost of 
radio comes down—or unless a part 
of that cost is diverted over to a 
charge, in a bookkeeping way, 
against television. Since both the 
television and radio networks are 
run pretty much by the same peo- 
ple, maybe this can be done.” 

Predictions advanced by Dr. 


Deckinger included: 

With TV set manufacturers be- 
ginning to fight for the dollar, 
receiver prices will continue to 
drop. 

Four radio networks and five 
television networks will not be 
able to survive. (“As far as radio 
is concerned, Mutual and ABC are 
obviously the most vulnerable right 
now. I don’t necessarily say they'll 
be the first to go. They may be 
very ingenious. ABC, in particular, 


-with what many regard as relative- 


ly inferior tools to work with, has 
done a magnificent job of selling 
itself.”’) ; 

TV budgets will have to come 
out of funds now used for some- 
thing else. 

Television will gradually take 
over the function of radio, re- 
placing it because it can do every- 
thing radio can and more, but 
“television as television Will be 
for evening. TV in the daytime will 
take on a different kind of pat- 
tern, will be a different kind of 


aa 
ns 
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advertising medium. Perhaps it 
will just be radio plus.” 


Vacuum Foods Names Peck 
Nigel G. Peck, formerly with 
Deering, Milliken & Co., has be- 


come office manager of Vacuum 
Foods Corp., New York. 


Moses Leaves Goldblatt 

Charles A. Moses has resigned 
as public relations and publicity 
representative of Goldblatt Broth- 
ers, Chicago. 


F 


Where Do You Stand 
In the ‘'Cosmo-Quiz ?’’ 


If you’ve already entered one of our three previous 
monthly contests, you must get in on this month’s 
*““Cosmo-Quiz” to be eligible for the grand prizes. 
(And even if you haven’t yet won a monthly prize, 
you’re still very much in the running.) 


‘6a 


If you haven’t as yet entered any one of the 
**Cosmo-Quiz”’ contests, you still have a chance to 
win one of the 253 wonderful monthly prizes, even 
though you won’t be eligible for the grand prizes. 


If you pass up this month’s contest, you'll lose 
a big opportunity—not only to win some mighty 
attractive prizes, but also to enjoy some wonderful 
reading—articles and fiction that are making 
Cosmopolitan the magazine all America is talking about. 


ani these are the Contest 


1015 PRIZES 


Rules 


Grand Prizes 
ist Grand Prize 


1949 Chevrolet Styleline Convertible 


2nd Grand Prize 


A $750 gift certificate for purchases at 
Lord & Taylor, 5th Avenue & 38th Street, 
New York City (or branches) 


3rd Grand Prize 


A. $250 gift certificate for purchases at 
Soks Fifth Avenue, 5th Avenue & 49th 
Street, New York City (or branches) 


Monthly Prizes 


Ist Monthly Prize A $150 man’s or woman's Hamilton 


or Longines wrist watch 


2nd Monthly Prize A $90 Parker or Sheaffer pen and 


pencil set 


3rd Monthly Prize A $30 Admiral three-way portable 


radio set 


And 250 Additional Prizes, each worth approximately 
$2.50, every month during the contest 
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Foing Last Cal..Last Chance or 
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“Meno _ WORTH *6500! 
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1. Eligibility—Anyone employed by an ad- 

vertiser or by an accredited advertising agency 

is eligible to enter this series of four monthly 

contests, except employees and members of 

the immediate farnilies of employees of Cosmo- 

gersen. its advertising agency and The Reuben 
. Donnelley Corporation. 


2. The’ coupon in this advertisement consti- 
tutes the officiel entry blank for the ‘“(Cosmo- 
Quiz”. All you need do to enter the contest is 


to check on the coupon im this ad the correct. 


answers to the quiz questions on the opposite 
page, then compiete in 25 words or less the 
statement beginning “I enjoyed Cosmopolitan 
because ..."’ and mail your filled-out coupon to 
Cosmopolitan, P.O. Box 30, New York 16, N.Y. 


3. Each monthly contest will close at midnight 
On the last day of the month of the issue of Cos- 
mopolitan on which the questions are based, 


Wie ght chk Ae oe : dik ee 


and monthly prize winners will be notified within 
thirty days following the closing date of each 
contest. Grand prize winners will be notified 
within thirty deys of the closing date of the 
final monthly contest, October 31, 1949. At this 
time a complete winners’ list will be mailed 
to all entrarite sending in a stamped self- 
addressed envelope for the same. 


‘4. Individual contestants will be limited to one 


entry in each monthly contest. 


5. The monthly prizes will be awarded on the 
basis of the correctness of the answers to the 
contest questions, In case of ties, these awards 
will be determined by the originality, interest 
and aptness of thought expressed in the 25-word 
statement. When these are insufficient to break 
ties, duplicate prizes will be awarded. 


6. Grand prizes—Monthly contest winners 
will be eligible for the grand prize awards at 


the conclusion of the fourth and final monthly 
contest October 31, provided-they have en- 
tered at least two of the four mi ae 4 
contests. Only their prize-winning entries 
be considered in determining these awards and 
judging will be besed solely on the origi- 
nality, interest and aptness of thought of t 
25-word statement. In case of ties, duplicate 
prizes will be awarded. 
7. Judging of questionnaires and of the 25-word 
statements for the purpose of breaking ties for 
monthly contest ptizes, and for determining 
ord prize winners; will be done by The Reuben 
Donnelley Corporation, an independent 
contest -judging organization. Judges’ decisions 
will be final. All entries will become the prop- 
erty of Cosmopolitan Magazine and none 
will be returned. Names of contestants will 
not *¢ used in advertising, without express 
co’ -cnt in writing, ; 
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‘Blade’ Adds 3 Sections 

Starting Oct. 9, the Toledo Sun- 
day Blade will publish two locally- 
edited magazine sections—a color 
roto tabloid magazine called “Pic- 
torial” and a standard size maga- 
zine section. In addition a new tab- 
loid size, 20-page comic section 
called “Fun” will be added. 


Aikin-McCracken Names Paul 
Ernest Paul, formerly with J. 
J. Gibbons Ltd., Toronto, has been 
appointed a vice-president of 
Aikin-McCracken Ltd., Toronto. 


ABP Authorizes 
Brochure on Paid 
Circulation Stand 


Skytop, Pa.—The preparation of 
a brochure on paid circulation to 
present officially the point of view 
of Associated Business Publica- 
tions Inc. was authorized here last 
week by the executive committee 
of the association. 

“It is the unanimous sense of the 


committee,” James G. Lyne, pres- 
ident of the ABP and of the Sim- 
mons-Boardman Publishing Corp., 
New York, said at the conclusion 
of the meeting, “that it welcomes 
the widespread discussion in ad- 
vertising circles of the distinctions 
between paid and unpaid circula- 
tion of business publications.” 
“Such discussion is desirable,” 
Mr. Lyne said, “and has great edu- 
cational value in clarifying the 
differences between these two 


methods of publication distribu-| 


tion. . 

“The ABP is an association of 
business magazines committed to 
the principles and practices of 
paid circulation. Its members be- 
lieve that these principles com- 
petently applied offer inherent 
values to advertisers and the read- 
ing public. However, it is defi- 
nitely opposed to any negatively 
competitive presentation and is 
pledged to a positive approach to 
this very important subject.” 

A subcommittee of the executive 
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JUST ANSWER THESE 20 QUESTIONS 4 £3) 


Page numbers in italics tell you where in Cosmopolitan you'll 


find the beginning of the feature on which the question is based. 


) 1. Pg. 31. You have George Jean 
Nathan’s word for it: no woman who 
loves a man deeply and passionately has 
ever, alas, been: ; 
a. Born c. A good cook 
b. A perfect d. Beautiful 
housekeeper 
2. Pg. 44. The last thing Hilda 
wanted Alan to do was to fly down to 
Sonarpur for: 
a. White orchids c. The tiger hunt 
b. The coronation d. The Junior Prom 
3. Pg. 38. To add an eighth day to 
his week, Earl Wilson collects wasted 
minutes. He saves an hour a week, 
simply by not: 
a. Quarreling with cc. Looking at pretty 


his B. W. girls 
b. Eating Indian d. Breathing 
nuts 


4. Pg. 32. Amy Lovell took all the 
glory for the Frick & Keller Kabinet, 
which was, in fact, designed by: 

a. Sybil Morley c. Mr. Keister 

b. Phil Capper d. Martha Case 

§ 5. Pg. 16. You connoisseurs of red 
wine know that sediment is generally an 
indication that the wine is: 

4. Going bad c. Too new 

b. Too old d. Aging nicely 

6. Pg. 58. In the rarefied heights of 
the Upper Echelon, Category A of Uni- 
verse, Inc., Mr. David Trumbull’s title 
is: 

4. Assistant Senior c. Director of Senior 

Executive Associate Editors 

. Managing Editor 

b. Chairman of the d. Associate Senior 

Editor-in-Chief’s Chairman of the 

Board of Executive Executive 

Assistants Assistant Editors 

7. Pg. 60. That “rare” Abraham 
Lincoln picture is really the head of 
Honest Abe mounted on the body of: 

4. Jachary Taylor oc. Millard Fillmore 
6. ohn Calhoun d. Franklin Pierce 


8. Pg. 40. Nobody, but nobody, could 
have hated Eddie Brewster as much as 
Joe Toby, who was his: 


a. Understudy c. Press Agent 
b. Valet d. Barber 


9. Pg. 62. Teen-age sororities are 
weakest in Vermont; strongest in: 


a. Michigan c. Texas 
b. Illinois d. Ohio 


10. Pg. 46. Cardinal Glennon vented 
his rage at Father Stephen Fermoyle by 
sending the young priest to: 

a. Labrador c. Africa 
b. School d. Stonebury 


11. Pg. 48. The 1916 Kentucky Der- 
by was won by a horse named: 


a. Judge Himes c. Behave Yourself 
b. Paul Jones d. George Smith 


12. Pg. 46. The painting which illus- 
trates the second installment of ‘“‘The 
Cardinal’’ shows a famous cathedral in: 


a. Boston c. Philadelphia 
b. New York d. Chicago 


13. Pg. 42. Peter Panning got the 
shock of his jaded life when he found out 
that the beautiful young girl he was 
trying to date was Irene Storm’s: 


a. Twin sister c. Niece 
b. Daughter d. Maid 


14. Pg. 54. The brain operation that 
releases the patient from normal reac- 
tions to pain is called: 


a. Cerebrotomy c. Cerebellotomy 
b. Medullotomy d. Lobotomy 


15. Pg. 46. Father Stephen set off a 
train of events that changed his entire 
life when he: 


a. Sold his ring c. Stubbed his toe 
b. Visited his father d. Went fishing 


| Cosmopolitan 
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16. Pg. 34. Dr. Tremaine was a nu- 
clear physicist and the first man ever to 
teach at the Cavandish School for Young 
Ladies, where he learned quite a bit 
about the affinity of physics for chemis- 
try from: 


a. Agatha Delafield c. Ella Caswell 
b. Helen Lassiter d. Lucille Woolrich 


17. Pg. 50. The quickest and surest 
way to cash a phony check is to give 
it to: 

a. A bank c. A merchant 
b. A hotel d. A “‘bookie”’ 


18. Pg. 52. The calorie content of the 
average two-ounce, nickel candy bar is 
about: 


a. 100 calories c. 270 calories 
b. 193 calories d. 300 calories 


19. Pg. 56. When Henry Ferguson 
took Sara to call on the Osborns, Liz 
was wearing: 


a. Organdie c. Taffeta 
b. Mink d. Chintz 


20. Pg. 153. Lilla really didn’t have 
to disapprove so violently of Peter’s 
plan to spend a year in Mexico: 

a. Prospecting for oil c. Excavating 
6. Digging for gold tombsites 
d. Loafing 


TO COMPLETE AND MAIL YOUR ENTRY 


| in this coupon and mail it to Cosmo- 
l itan, P.O. Box 30, New York 16, N. Y. 
{If you are competing as a relative of an 
| employee or officer of an advertising 
Gar kee meee enter te coer ooo” 
or space pro- 
vided for firm name. 
Just cross out one letter (4), (8), ©) or (0) cor- 
responding to the correct answer. Then 
| an a in 25 words or less the state- 
men iow. 
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committee was named to study 
the future relations of ABP with 
the National Conference of Bus- 
iness Paper Editors. Members of 
the committee are Julian Elfen- 
bein, Haire Publishing Co.; L. C. 
Morrow, McGraw-Hill Publishing 
Co., and Mr. Lyne. 


Seventh District AFA Elects 
Lee Herzberg, agency director 
of Herbert Benjamin & Associates, 


was elected governor of the Sev- 


enth District of the Advertising 
Federation of America at its con- 
vention in Baton Rouge, La. Other 
officers are: Wallace Witmer, Wal- 
lace Witmer Co., Ist lieutenant 
governor; Winston Haas, Mobile 
Advertising Club, 2nd lieutenant 
governor; Mrs. Helen Silver, Sil- 
ver & Dance, treasurer, and Victor 
J. Ehr, secretary. 


Bristol Names Mulcahey 

John J. Mulcahey, sales promo- 
tion manager, has been appointed 
in charge of advertising of Bristol 
Laboratories Inc., New York. He 
will continue to be responsible for 
the company’s promotion activities 
in addition to his new duties. 


sells the millions 
that buy 


ASK 


REPRESENTING 


YOUR 


LEADING 


JOHN 


RADIO 


BLAIR 


STATIONS 
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Offices in: Chicago, New York, Detroit, 
St. Louis, Los Angeles, San Francisco 


r =e x Cases : eee, * pe . oe "a. . f s 5 ae os 5S ilgili ia ia i ae xa 
ee S i a id ay cr is oii a ; oo ap en oe ae : fh he ae rae as oii — ‘ is pean ete: ip 
eee = ee i | ee eC Ss ee anaes ie el gg sie ce We ee adie Ts el aro eS ees = “de high e sane F eae ; 2 Op tater: i ee fee Fave 
leek. aan au 3 So 3 ‘ ; gia ah Se i cess)” oe en: : 4 ie “ a ae ‘ " ——. oe 
2‘, ‘ ‘ A , Spee) aac Shae 
eae 
=e 
- ee = sis 
é ee 
it : _ 
i vi 
ries 
> tat 
{ 
e- | ie 
um — 
j pee, 
ee 
ed poate 
1 ~ 
‘ity ; 
th- 
| | As 
ae 
| coe. 
tS Spa 
fai 
aoe 
oe ,: 
As ew g 
= = 
a 4 ee, ee ae eit Con oe ee ; ees Si Pe ee aes 3 Bt: EER A ee te ka Tee Bd ac a 
k 28 
. ‘i ; 
' Se 
) st es 
* Be ets 
uae 
= i at as 
me mae ake - 
' : : ats 
' oe is T wa 
‘ oy : : 
f se ss ; mo 
ome | ; SOR a Se oa, : R A D ' 0 ye, 
e Sikhs oe ee : oe pa? 
% he ‘ * ‘3 ae. 
7 _, ~~ aes * ae 
& z —, 3 —_ : ’ 
ai eee es saat 
FROM OCTOBER COSMOPOLITAN! , is 
. . A oe 
f P| a 
bE ney j oe 
. we ee 
a Pies 
eee siya 
fe Sere, 
i scsnetyn 
“4 
a - 
Tee 
Pas 
1 Be ee | " 
Po | 
; 
t, 
ote 
| ae 
“ ee es 
h pies 
tee 4 ee eee to 4 
oe } i Ses 
Qn a ee 
eee 
Boge cy 
a eee 
ee | = 
se i 
oe 
iy 
Po i ae 
eet 
Rane 
Po i 
Peer agL 
Tin 
see 
. ae 
te n ek oe “= ‘aaa 
: Pt hits 
aa B she 
xf igs é me 
eg as ee 
Ee oc ee es 
P 5 LAI kK 4 ate 
a ee cee 
of nigees aie 
 & COMPANY | aa 
se a ca 
= a iy, 
ee : ‘a i 2 
Po fax 
- / : er 
si ha te kai ee oc ie ee et ea a ee A ee Sol ian ee ce Lon on Ne tS siege Sei ela Bn NL aes SP ye ee 


ae 


ER A I A ON a: RN 


‘Lorain Journal’ Outcome 
Vital to Advertisers, Media 


WASHINGTON—Justice Depart- 
ment’s prosecution of the Journal, 
Lorain, O., can lead to anti-trust 
precedents of utmost importance 
to advertisers and media. Accord- 
ing to the government, the paper 
refuses to sell space to advertis- 
ers who use a radio station and 
weekly paper serving the Lorain 
area. If it wins, the government 
will get a court order (1) order- 
ing the paper to stop refusing 
space to concerns which use radio 
time; (2) prohibiting the paper 
from acquiring control over its 
competitors; and (3) instructing 
it to withdraw from any agreement 
dividing circulation territory with 
other papers. 

It is nearly a decade since the 
Department of Justice had said 
anything about business relation- 
ships of newspapers and advertis- 
ers. In June, 1940, it charged that 
the Chattanooga News-Free Press 
Co. had contracts preventing ad- 
vertisers from using other after- 
noon papers. Eventually, the gov- 
ernment won I¢. 

Trust-busters are using a civil 
action in the Lorain Journal case 
as the fastest way of getting a ver- 
dict. While there’s no threat of 
jail or a fine, the court order is 
supposed to prevent effectively a 
repetition of the alleged irregulari- 
ties. Moreover, the way remains 
open for triple damage action by 
business men who can show losses 
as a result of the offenses in- 
volved. 

ee e@« @ 

Federal Communications Com- 
mission is busy tracking down 
other cases where newspapers are 
rough in their treatment of radio. 
More than 18 months ago, the com- 
mission issued a decision stating 
that the publisher of the Lorain 
Journal was trying to destroy ra- 
dio stations which sell in com- 
petition with it; now the com- 
mission is holding up a license ap- 
plication from the Daily News, 
Lebanon, Pa. An existing station 
in Lebanon says the paper refuses 
to use the word “radio,” and that 
it charges advertisers for refer- 
ences to broadcasts. 

S «8 »@ 

It pays to advertise. Within 24 
hours after the first A&P ad ap- 
peared in Washington newspapers 
warning that the government’s 
new anti-trust ac ion would raise 
food prices, there were results: 
The Dalgreen Terrace Citizens As- 
sociation adopted a resolution de- 
nouncing the government’s action. 

e ee 

Attorney General J. Howard 

McGrath is fighting mad about the 


NOW 


TOP QUALITY 
ACETATE ENVELOPES 


AT NEW LOW PRICES 


Made possible by fur- 
ther reductions inraw 
materials costs - and 
by newly developed 
automatic equipment. 


All standard sizes - and to 
order - thicknesses from 
-003 to .020 


Write for samples and new prices 


GLENFIELD PLASTICS, inc. 
33 Dewitt St., Beaver Falls, N.Y. 


By STANLEY E. COHEN, Washington Editor 


A&P ads. He says it is an effort 
to whip up sentiment in a matter 
which should be left to the courts. 
His protest stressed the fact that 
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A&P has already been convicted 
and fined $175,000 in a criminal 
case based on identical facts. 

e 2@« @ 

The future of Army and Ajir 
Force recruiting advertising rests 
with the Armed Forces Personnel 
Policy Board, a top level organiza- 
tion directed by a Chicago business 
man. Subcommittees are studying 
the military need for manpower 
and advertising’s function in se- 
curing it. Our guess: The services 
will eventually have another agen- 


cy, or agencies; that the agency or 
agencies will be hired without 
competitive presentations. 

e « @ 

Bigger, more readable financial 
advertising may be in the offing, 
according to Securities Exchange 
Commission sources. The commis- 
sion is studying new procedures 
which would allow companies to 
include details of security offerings 
in ads in advance of the offering 
date. Existing rules, on the books 
since 1934, forbid advertising of 
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offerings in advance of the offer- 

ing date, and require a disclaimer 

calling attention to the prospects. 
ee « @ 

After waiting nearly six months 
for Senate approval, John Carson 
was sworn into his Federal Trade 
Commissionership Wednesday. The 
Senate should have much less 
trouble putting its approval on 
Lowell Mason, whose reappoint- 
ment went up on Tuesday. The 
President is still looking for a suc- 
cessor to Commissioner Garland 
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Ferguson, whose term expired a 
year ago. (Under the FTC Act he 
‘emains on the job until he is 
replaced.) 


To Join Intermountain Network 


John S. Paige, formerly manager 
f program operations of Mutual 
Broadcasting System, New York, 
has been appointed vice-president 
in charge of programs and promo- 
tion for the 21-station Intermoun- 
tain Network, Salt Lake City, ef- 
fective Nov. 1. 


Penick & Ford Increases 
Budget for Fall Drive 


Penick & Ford Ltd., New York, 
has increased its advertising ap- 
propriation for a fall campaign 
promoting Vermont Maid maple 
syrup to include more publications, 
greater use of color and additional 
point-of-sale displays. 

National magazines selected for 
full-color ads include: The Amer- 
ican Weekly, Better Homes & Gar- 
dens, Family Circle, Ladies’ Home 
Journal, Life, Sunset, Western 
Family, Woman’s Day and Wom- 


an’s Home Companion. Black and 
white insertions also have been 
increased to include all magazines 
running color plus Good House- 
keeping, McCall’s and True Story. 
J. Walter Thompson Co,, New 
York, is the agency. 


Joins Pacitic National 


Marvin Slay, formerly advertis- 
ing and promotion manager of 
Timber Structures, Portland, Ore., 
has joined the Portland office of 
Pacific National Advertising Agen- 
cy as an account executive. 


Teen-agers to Get 
Own Chicago Paper 


Cuicaco—This city’s teen-agers 
will have a weekly newspaper, for 
themselves alone, starting Oct. 11. 

Called Torch, it will sell for 10¢ 
and carry advertising. 

The first number will go to 23 
north-side high schools, with other 
high schools added weekly. High 
school students will submit story 
material. Eventually it is hoped 


—_ 


MMU SHES 


for you...through the sure-fire, 


profit-producing GOREGONIAN! 


There’s no limit to your sales potential in the rich 
Oregon Market with your advertising in the 


number one newspaper! Here’s the medium that 
gives you most in results for every advertising 
dollar... because it gives most in reader value, has 
greatest coverage daily and Sunday, hence lowest 
cost per reader. Ask any advertiser who knows 
the Oregon Market...he’s bound to tell you 
the fast, the sure way to sales results is through . 


The Oregonian! 


ee ae 


¢ Oregoni 


ORTLAND. OREGON 


The 


Great Newspaper of the West 


; 


in circulation 


second newspaper. 


FIRST. ee 


by 20,783 daily and 61,550 
Sunday more than Portland's 


FIRST... 


in reader value 


by 1-1/3 million more lines of 


news per year. 


fied linage. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


ee ee le ene gh eer ge: 


FIRST... 


in advertising volume 


leading Portland's second news- 
paper in both display and classi- 
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Torch will reach a high percent- 
age of the 250,000 high school stu- 
dents in Chicago. 

Virginia O’Shaughnessy, pub- 
lisher and editor, who formerly 
was field director in the market 
research division of Foote, Cone & 
Belding, said ad rates have been 
set up simply, so as not to confuse 
local advertisers. Rates are 10¢ 
per line up to 550 lines (a half- 
page) and 8¢ per line up to 1,100 
lines, and no agency or other dis- 
counts. 

Offices are at 4443 N. Ashlaad 
Ave. 


Appoints Rus Walton 


Rus Walton, formerly manager 
of publications of Rexall Drug Co., 
has been named manager of the 
newly created advertising and 
public relations department of 
Gladding, McBean & Co., Los An- 
geles. 


Shifts to Otto Agency 

Stephen Morea, formerly with 
National Advertising Service, has 
joined the production department 
of Robert Otto & Co., New York. 


How policy- 
m 

executives 
get each 

day's Most 


TOP MANAGEMENT'S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Ill. 


a 


COVERAGE of a magazine is important . . . and Country Gentleman’s 2,300,000 
circulation is concentrated among the top-half farm families who earn 90% of the 
nation’s entire farm income. 


PENETRATION of a magazine is even more important . . . and because Country 
Gentleman provides more help for better farming and better living, its readers find it 
more useful and prefer it over all other farm magazines. 


PREFERENCE for Country Gentleman was revealed in a recent survey by 
National Analysts, Inc. Readers were asked: “If you read more than one of these 
magazines, which one do you like best?” Here are the results: 


These findings are based on replies of persons reading two or more of the four leading 
farm magazines. Since two or more of these magazines were received in each home, all 


had equally good opportunity to be selected as the one “liked best.” 


In over half of all U. S. counties, Count: y 
Gentleman circulation exceeds that of t/° 


biggest weekly and biggest women’s magazi °. 


turn to Country Gentleman 
for Better Farming, Better Living 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


ee 


KENTUCKY STRAIGHT 
BOURBON WHISKEY. 


Kovled by Chane &. Geta, Bardem Kereuchy ods 


BIG GLOW—A newly designed Day-Glo 24 sheet silk screen poster gets its illumina- 

tion from mercury lighting and glows at night with a similar radiance that Day-Glo 

posters give during daylight hours. It was designed by J. C. Hochreiter, art director 
of Ellington & Co., New York, and was silk screened by Bryan-Elliott Co. 


AT GRUEN OPENING—AMilton Berle and Patricia Neal, stars, talk with Mr. and 
Mrs. Arthur C. Fatt at the opening of the Gruen Watch Co. show, “Hollywood Call- 
ing,’ in Hollywood. Mr. Fatt is executive vice-president of Grey Advertising Agency, 


which handles the Gruen account. 
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i! MICOIE ACU’ AAG GREATEST PEM IN 60 YEARS 
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EARLY CHRISTMAS—October advertising for Parker Pen Co.'s “51” is planned to 
stimulate Christmas gift business for retailers. The color page appears this month 
in Newsweek, The Saturday Evening Post and This Week Magazine. Heavier ad- 
vertising is planned for November and December. J. Walter Thompson Co. is the 


TWO HAPPY PEOPLE—Frank C. Verbest 

(seated), president of Blatz Brewing Co., 

and Niles Trammell, NBC president, beam 

with pleasure over the contract for 

“Duffy’s Tavern,” which started the fall 
season Sept. 29. 


NEW—P. J. Ritter Co., Bridgeton, N. J., 

has added tomato juice to its line of food 

products—the first time the company has 

packed it commercially for a number of 

years. Clements Co., Philadelphia, is the 
Ritter agency. 


AT LUX PARTY—Harold E. Fellows (left), 
general manager of WEEI, Boston, was 
host at a luncheon at which a jury of 
newspaper men picked six Boston beau- 
ties who will compete in the national 
Lux Girl contest opening Oct. 18. Here 
he’s greeting Bob Bousquet, ad manager 
for Lux soap and flakes division of 
Lever Bros. 


45 


AT CHICAGO WOMEN’S OPENER—Kukla, Fran and Ollie, television’s popular 
team, had members of the Women’s Advertising Club. of Chicago rolling in the 
aisles with an impromptu imitation of the business meeting that opened the club‘s 
season Sept. 20. Left to right, here, ave Lucille Walker, Leo Burnett Co., a member 
of the club’s program committee; Beulah Zachary, J. Walter, Thompson Co., pro- 
ducer of the show; Kukla; Burr Tillstrom, originator of the puppets; Wavhillau Lahay, 
N. W. Ayer, New York; Fran Allison, singing star; and Chet Brouwer, N. W. Ayer, 
agency contact for Sealtest, soon to co-sponsor the show with RCA. 


WESTERN BIGWIGS—Harold R. Deal, advertising and sales promotion manager of 
Tide Water Associated Oil Co. (with pigskin) and western football personalities 
starred at a San Francisco Advertising Club luncheon, where the experts outlined 
prospects for the ‘49 season, marking the 24th consecutive year of Associated 
sportcasts. Left to right (seated) are Marchie Schwartz, head football coach, Stan- 
ford University; Mr. Deal; and Glenn S. “Pop’’ Warner, retired coach. Standing: 
Lynn “Pappy” Waldorf, head football coach, University of California, and Len 
Casanova, head football coach, Santa Clara University. 


, 


FOURSOME—VIP spectators at the audition of the “Ed Wynn Show,” which starts 

on CBS-TV Oct. 6 for Speidel Corp., are (I. to r.) Frank Stanton, Columbia president; 

Paul Levinger, Speidel vice-president and general manager; James M. Cecil, presi- 
dent of Cecil & Presbrey; and William S. Paley, CBS board chairman. 


NEW DRIVE—Painted bulletins for Interstate Bakeries’ new Log 
Cabin bread feature a 28’ cutout of the loaf, and copy, with 
Leg Cabin Luke, coincides with that used in other media. The 


Los Angeles baker has purchased six units in Foster & Kleiser 
Co.'s multiple arterial coverage plan in Los Angeles, and the 
bulletins went on display Sept. 19. 
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WHAT’S GOING ON? - 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 


*rabees) Wrearees WT macazine 


o Dearborn St Chicago ms: 


Los Angeles CofC 
and CBS Do Utmost 
to Ballyhoo Wynn 


HoLLYwoop—yYou never saw an 
opening night for a radio or tele- 
vision show like it. There were 
movie stars galore. A red carpet 
running from Sunset Blvd. to the 
studio doors. Eight giant search- 
lights probed the sky with beams 
of light. Bleachers lined the fore- 
court. Forty-seven policemen were 
on hand to hold back the crowds 


macs mn. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE 


Offers the advertiser more 
for his dollar than any other 
medium in its field. 


* 101 PARK AVENUE, NEW YORK 


seeking a peek at the stars, and 
to keep traffic moving. 

Onstage in the studio, Ed Wynn 
was performing in the first of 
his half-hour shows for Speidel, 
which will be telecast two weeks 
later over the CBS eastern net- 
work, the first to be beamed Oct. 
6. 

Heralded as the first major 
“name” television show to be 
originated in Hollywood for tele- 
cast nationally, the ballyhoo for it 
was a joint project of CBS and the 
Los Angeles Chamber of Com- 
merce. The latter organization was 
working through the committee it 
has appointed to make Hollywood 
the television capitol of the world. 

Afterwards, Chamber President 
Earl Grover presented Ed Wynn 
with a scroll attesting apprecia- 
tion of his decision to originate 
his telecasts from Hollywood. His 
organization’s interest in such 
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shows is based on the fact they 
employ approximately 75 people 
with a payroll equivalent to that 
of two average-size Los Angeles 
industrial companies. 

Following the telecast and at- 
tendant ceremonies, which in- 
cluded the introduction of numer- 
ous radio and screen personalities 
from the stage, a supper reception 
was held at the swank Chanticleer 
restaurant. 


Names Alley & Richards 


Alley & Richards, Boston, has 
been named to handle the vaca- 
tion travel advertising of the Maine 
Development Commission, effec- 
tive Jan. 1, 1950. 


Appoints Kenyon & Eckhardt 


Eastern Railroads Transporta- 
tion Committee, New York, form- 
erly handled by McCann-Erickson, 
has named Kenyon & Eckhardt to 
handle its advertising. 
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Thank you, gentlemen 


The official press association bulletins and publica- 


efforts, with or without comment, by merely granting 


our trade-mark “Coke” an upper-case “C”’ whenever 


For Coke. like Coca-Cola, of which it is an abbre- 
viation, is a registered trade-mark of The Coca-Cola 
Company. Coca-Cola is Coke; Coke is Coca-Cola— 


COCA-COLA COMPANY 


. . both trade-marks mean the same thing. 


tions whose mastheads are reproduced here are 
among the many which have commented favorably 
on our efforts to secure correct typographical treat- 
ment of our trade-mark “Coke.” 


We are thankful for the compliments, of course. 


We should like, however, also to thank all other 
members of the working press who have heeded those 


Sy 
it 


2 tee, 
i 


Your continued co-operation is earnestly requested. 


COPYRIGHT 1949, THE COCA-COLA COMPANY 
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Poet, 
Eat Your Words! 


We are urged to contribute 
To AA’s verse corner 
Our prettily versified say, 
But the cash-seeking poet 
Couldn’t be made forlorner— 
Once again, alas, “Rhyme does 
not pay!” 

JOEL WICKMAN, 

Assistant Promotion Mana- 

ger, Parents’ Magazine, New 

York. 

Just to be consistent, AA will 
continue in a receptive mood 
for contributions of verse, on 
a prosaic no-pay basis. 


Willis Explains Why 
Farm Product, Food 
Prices Often Differ 


New YorK—Lower farm prices 
have not been fully reflected in 
retail food prices because of a 
necessary time lapse between the 
two, and because raw material 
prices are only one of many cost 
factors involved in the processing 
and distribution of foodstuffs, Paul 
S. Willis, president of the Grocery 
Manufacturers of America, said 
last week. 

Mr. Willis’ statement coincided 
with the beginning of an investi- 
gation by a Senate agricultural 
subcommittee to learn why farm 
prices have dropped more than 
retail tood prices in recent months. 

“From 1937 to 1938,” Mr. Willis 
said, “the prices of five major farm 
products (corn, wheat, cotton, hogs 
and beef cattle) fell 30% while 
retail food prices fell only 7%. 
Then from 1940 to 1941 the prices 
of these farm products rose 25% 
but retail food prices went up only 
9%. 

“Retail food prices always move 
up and down much less sharply 
than do farm prices because the 
latter are much more sensitive to 
economic trends. Considering al! 
the factors which make up the 
price of food on the grocer’s elf, 
this greater stability of the price 
structure at the retail level is a 
healthy protection to the consumer 
and to the total economy. 

“Food must pass through a loag 
line of essential processes between 
the farm and the table,” Mr. Willis 
pointed out. “Costs of manpower, 
equipment, research, processing, 
packaging, transportation and dis- 
tribution do not rise and fall with 
farm prices. In fact,” he said, 
“they often move in opposite dl- 
rections.” 


Koppers Appoints Gopel 

R. A. Gopel, formerly district 
merchandise manager in Balti- 
more for Westinghouse Electric 
Supply Co., has been named man- 
ager of sales training of Koppers 
Co., Pittsburgh. 


West-Marquis Agency Moves 
West-Marquis Inc. has moved it: 
Seattle office to larger quarter: 
at 1473 Dexter Horton Bldg. Welles 
R. Wiley, who was recently mad« 
a vice-president of the agency, wil! 
continue as head of the office. 


(Cont. from pg. 34) 

To Increase D. M. Inquiries . . 
“Emotionalize,” says Expert 

Color planning is a potent direc 
mail weapon according to G. D 
Gaw, pioneer in color research 
Mr. Gaw explain 
how to ‘temo 
tionalize’”’ D. M 
by using Colo! 
in his section 0 
the new NRB Di 
rect Mail Manua' 
Gaw, one of 1 
authors, tells hou 
to increase leg 
ibility and read 
ership; how Na 
harness the sale 
G. D. Gaw power of color. 
(Cont., See Stone Photo, Pg. 49) 
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Some White Collar 
Execs’ Lose Wage, 
Hour Act Exemption 


WASHINGTON—Executives mak- 
ing less than $55 a week lose their 
Wage and Hour Act exemption, 
under a new set of regulations 
proposed by William R. McComb, 
administrator of the Labor De- 
partment’s wage and hour divi- 
sion. 

Based on a 22-day hearing held 
nearly two years ago, the regula- 
tions raise the minimum for ex- 
empt “executives” from $30, es- 
tablished under regulations writ- 
ten in 1940. 

At the same time, the new rules 
for “white collar” exemptions put 
a $75-a-week floor under “ad- 
ministrative” and “professional” 
exemptions, compared with the 
$200-a-month currently in force. 

Mr. McComb passed over must 
of the ideas submitted by more 
than 100 witnesses, most from re- 
tail groups, who participated in 
the hearings ending in January, 
1948. 

He proposed, however, to extend 
the “outside salesman” exemption 
to persons selling services, as well 
as those selling goods, who are 
currently exempt. He refused an 
exemption for “promotion men” 


and those engaged in “indirect 
sales.” 
Mr. McComb denied that the 


rules will materially change the 
number of employes exempt from 
the act, an estimated 2,500,000, but 
predicted they would clarify the 
law and reduce the risk of un- 
witting violation. 


Denny Joins ‘NY Times’ 


Thomas G. Denny, formerly with 
Harper’s Magazine as head of book 
advertising, has joined the book 
advertising sales staff of the New 
York Times. 


KEY 10 PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 
| Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY | 

ree eae —_— 

| Advertising Publications, Inc. 

| Div. 922 

| 100 E. Ohio St., Chicago II, Ill. 


| Gentiemen: 
| Please send me 


copies of ‘Successful 


| Sales Training.” Enclosed is $______. ] 


Weekly Ad Schedule 
Readied for Tintex 

Park & Tilford, New York, man- 
ufacturer of Tintex tints and dyes, 
will advertise its dye products 
with once-a-week insertions this 
fall in 75 metropolitan newspapers, 
The American Weekly and the 
Chicago Tribune Sunday Grafic. 

Insertions range in size from 300 
to 200 lines. Copy blocks point out 
that the product is guaranteed to 
dye all types of fabrics, including 
synthetic materials. Prices remain 
unchanged, with both the 10¢ and 


15¢ packages being offered. Storm 
& —~ New York, handles the ac- 
count. 


Whitlock Joins Doherty 

Allen M. Whitlock, formerly 
with the Jell-O division of Gen- 
eral Foods Corp., has joined Doher- 
ty, Clifford & Shenfield, New York, 
as an account executive. He has 
been assigned to the Vacuum Foods 
Corp. account, including Minute 
Maid frozen orange juice concen- 
trate and other concentrated fruit 
juices. 


ANCHOR IN “SALES HARBOR” 


IN LOS ANGELES 


It’s a snug harbor and holds six out of every ten 
potential buyers of your product in the third 
largest and richest market of the nation — it’s the 
“Los Angeles A.B.C. City Zone. 


You will make more sales by anchoring your 


advertising here — beats cruising around the edges! 


Tie up to the one newspaper that reaches 45,950 


more families than any other daily in this vital zone. 


More families, too, when you add the retail zone. 


That one paper is the Herald-Express . . . your 
top medium to reach more buyers and make more sales 


in Los Angeles. After all, that’s what you want! 


““HERALD- EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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To Harringion, Righter 

WAAM, Baltimore, has ap- 
pointed Harrington, Righter & Par- 
sons, New York, as its representa- 
tive effective Nov. 1. Samuel Car- 
linger is executive vice-president 
of the television station. 


MacVickar Joins B&B 

James S. MacVickar, formerly 
with Batten, Barton, Durstine & 
Osborn and Ruthrauff & Ryan, has 
joined Benton & Bowles, New 
York, as an account executive. 


FOR LAY 


foniavour TIME -SAVERS 
‘And PASTE: 


SS RUBBER CEMENT co. 


SION. MICHIGAN AVE. CHICAGO), ILLINOIS 
COMPLETE LINE OF ARTISTS MATERIALS, 


Neustadt Tells AMA 
that Prices Change 
But Markets Do Not 


New York—‘“Styles change, 
prices change, but markets remain 
the same,” according to George 
Neustadt, head of George Neustadt 
Inc., the organization which meas- 
ures ads in nine major cities and 
determines the price levels at 
which stores are seeking business 
and at which consumers are buy- 
ing. 

Speaking before the American 
Marketing Association, Mr. Neu- 
stadt emphasized that there had 
been no fundamental change in 
the market for certain women’s 
commodities in the period from 
1940 to 1947. 

Mr. Neustadt supported this by 
citing a study, made by his organi- 
zation, on seven commodities from 
the women’s and misses’ group. 
The complete total of linage ad- 
vertising these seven commodities 
by all stores in nine cities was 


18,000,000 in 1940, 26,700,000 in 
1947, and 27,900,000 in 1948. 

The study gave price centers in 
low, medium, and high categories 
for the periods January to June 
in 1940, 1947, 1948 and 1949. In 
1940, the expenditure of 100 women 
in the medium range for the seven 
commodities was $5,861, while the 
comparable figure for 1947 was 
$11,557. This total declined some- 
what in both 1948 and 1949. 


s However, for each of the four 
years, the per cent of total con- 
sumer units for the seven com- 
modities stayed about the same 
in each price category: 50%, low; 
30%, medium; and 20%, high. Ex- 
plained in these terms, the mar- 
ket showed practically no change, 
and Mr. Neustadt believes this 
50-30-20 breakdown will hold. 
Price acceptance levels (tne 
price the consumer will pay) will 
not go up, he says, but they can’t 
go down far, since many of the 
present levels are needed to sup- 
port the economy. It would be 
calamitous if they went back to 


1940. Now, more than ever, he 
maintains, stores must study 
pricing. Consumer acceptance will 
be the final gage of the price 
structure. 

It must be worked out, Mr. 
Neustadt says, so that people “can 
get what they want, when they 
want it, at a price they can pay.” 


Dairy Council Unit Formed 


The Dairy Council of Syracuse, 
N. Y., an affiliate of the National 
Dairy Council, has been formed 
to “stimulate more sales and prof- 
its for the dairy industry.” Vic- 
toria Barli, who has been teaching 
home economics in the East Pem- 
broke, N. Y., school system, has 
been named head of the new unit. 


FC&BI Appoints Joseph 


Foote, Cone & Belding Interna- 
tional, New York, has placed Tedd 
Joseph in charge of its central 
European office in Bienne, Switz- 
erland. Prior to joining FC&B in 
March, 1948, Mr. Joseph was a 
foreign correspondent for Inter- 
national News Service in Europe 
and the Near East. 
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MORE PEOPLE SEE YOUR 
- ADVERTISING MORE OFTEN 


AND LONGER with 


“AMERICAN ART” 
METAL SIGNS 


In all media, a prime factor in selection is circulation. 
Signs — metal signs — give you large circulation per- 
dollar invested, effectively drive home your message and 
identify you in the local market. 

The American Art Works, Inc. offers you, through its 
large art and engineering staff, 60 years’ experience in 


with you. No obligation. 


many, many others. 


The 


st. 1887 


creating and producing sales-building baked enamel 
metal signs and merchandise displays. 
Feel free to ask one of our representatives to consult 


You find these well-known names on American Art Works 
signs and displays — Coca-Cola, U. S. Rubber Company, 
Sherwin-Williams, Canada Dry, Diamond T Trucks, and 


TALENT TO ORGimaTE 


American Art WorkKSinc 


402 Pine St., Coshocton, Ohio 
FLANGE SIGNS © STAMPED FRAME SIGNS © HIGHWAY SIGNS © REFLECTORIZED SIGNS *« MERCHANDISE DISPLAYS 


SEND-OFF—Kraft Foods Co., Chicago, is 
using copy like this in Sunday newspaper 
supplements and national magazines to 
launch a $50,000 song-naming contest 
promotion for Parkay margarine. The 
contest is tied in with “The Great Gil- 
dersleeve” radio program and follows 
the pattern of Parkay’s successful baby. 
“naming contest last year. 


Parkay Song Naming 
Contest Offers Cash 
Prizes of $50,000 


Cuicaco—Consumers who help 
“The Great Gildersleeve” and his 
pals in the “Jolly Boys Club” name 
a new song are going to split 
$50,000 in cash prizes. In the proc- 
ess, Kraft Foods Co. is certain, 
they’re going to buy and use a lot 
of Parkay margarine. 

The song-naming contest, run- 
ning Oct. 2 through Nov. 5, was an- 
nounced Sept. 21 when the Kraft 
Wednesday night comedy show re- 
turned to the NBC network for its 
ninth straight year. It follows the 
same format as “Gildersleeve’s” 
baby-naming contest last year, 
which Kraft believes pulled more 
consumer entries than any other 
contest during 1948. 


w Kraft is supporting the contest 
with radio, magazine and newspa- 
per copy, and dealers have been 
supplied with a complete kit of 
merchandising aids, entry blanks, 
etc. The space schedule includes 
full pages in The American Weekly, 
Parade and This Week Magazine; 
large display space in Sunday roto 
sections of metropolitan newspa- 
pers, and full pages in October 
issues of American Home, Better 
Homes & Gardens, Family Circle, 
Ladies’ Home Journal, McCall's, 
Western Family and Woman’s Day, 
and November issues of True 
Story and Woman’s Home Com- 
panion. 

The 1,371 cash prizes, almost 
twice as many as a year ago, are 
topped by $1,000 prizes each week 
to four contestants and a final 
jackpot prize of $5,000 to the top 
winner. .; 

Needham, Louis & Brorby is the 
agency. 


‘Coronet’ Names Coleman 


W. F. Coleman Co., with offices 
in Los Angeles, San Francisco and 
Seattle, has been appointed West 
Coast representative for Corone! 
Robert E. Chaffee & Associates, 
San Francisco, previously name« 
Coronet representative for the 
area, relinquished the magazine 
and will now represent Flair, ne. 
Cowles monthly. 


Whitley Appointed 


Edward Whitley will joi: 
Badger & Browning & Hershe , 
New York, as radio time buye , 
effective Oct. 3. He previously w: 5 
time buyer for McCann-Erickso .. 
Mr. Whitley will take over t!° 
position formerly held by Willia ° 
Doty Edourade, who left to b - 
come sales manager of KFW 
Hollywood 


Polakotf Joins Ahrend Co. 


Carl Polakoff, formerly sak s 
manager of J. A. Want Organ - 
zation, has joined D. H. Ahrer i 
Co., New York printer, as sal s 
manager and secretary of the cor - 
pany. 
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29 Articles Tell 


Complete Story 
of Wholesaling 


‘Journal of Marketing’ 
Supplement Contains 
Controversial Study 


New YorK—You want to know 
about wholesaling? . 

Then get the supplementary is- 
sue of the current Journal of Mar- 
keting, completely devoted to the 
subject. Edited by Howard Hovde, 
onetime Wharton School professor, 
ex-president of the American Mar- 
keting Association, and now a bus- 
iness consultant, the volume was 
financed by the National Associa- 
tion of Wholesalers and is expected 
to be the prototype for several 
succeeding studies. 

The issue contains 29 articles, the 
first 17 dealing with different as- 
pects of wholesaling, written by 
university professors, government 
marketing experts and private con- 
sultants. The last 12 chapters de- 
tail wholesaling functions in var- 
ious industries. 

Wroe Alderson, partner of Al- 
derson & Sessions, Philadelphia, 
contributed the lead article, which 
summarizes wholesaling in the 
U. S. There are about 1,700,000 
persons employed in wholesaling; 
there are about 240,000 wholesale 
establishments, as of 1948, when 
they did a gross business es- 
timated at $165 billion; their 
inventories were high—averaging 
about 10% of their gross sales. 


s An article which wholesalers 
think may cause repercussions in 
business and government circles is 
the analysis of chain store distribu- 
tion vs. independent wholesaling, 
by Nathaniel H. Engle, University 
of Washington professor. 

Mr. Engle thinks the wholesaler 
is an important link in distribu- 
tion, but a far weaker link than 
in the past. The wholesaler is 
weaker, he says, because (1) man- 
ufacturers with mass goods have 
found wholesalers unwilling or un- 
able to devote the attention to any 
one producer’s line he thinks it 
should have, and so have attempted 
through advertising and promo- 
tion to build demand with con- 
sumers, or have set up wholesal- 
ing functions of their own; (2) 
large scale retailers, mail order 
houses and chains have generated 
pressure for direct purchasing in 
the hope of securing lower prices. 

Chain stores, of course, must 
perform wholesaling functions. Mr. 
Engle finds these differences: That 
the chain warehouse is newer, that 
it pioneers methods, that it is more 
closely geared to the needs of the 
retail store, and that it concen- 
trates on limited lines of quick- 
moving goods—whereas regular 
wholesalers keep more compre- 
hensive stocks. 


« Chains got under way at the 
tnd of the Civil War, and by 1929 
they were doing handsomely, ac- 
‘counting for about one-fifth of 
otal retail sales. This fifth was 
wilely dispersed, however, with 
thiins having 83% of variety sales, 
32°% of food sales, 28% of apparel 
‘alas, 18% of drug sales, and less 
then 3% of hardware sales. 

Tais percentage, Mr. Engle shows, 
Was to remain relatively stable. 
Th: high-water mark of the chains 
Was 1942, when they did 24% of 
the total sales volume; by 1948 
they were down to 21.4%, or 
‘lig htly under their 1929 mark. By 
1948 the chain stores in the food 
lield were accounting for 34% of 
‘als. Wholesalers failed to keep 
Pace with the booming sales of 
food, but Mr. Engle thinks the 


ba 


Be Ree ene 


chains were obvicusly not the rea- 
som. He suggests that cooperatives, 
independent supermarkets (few of 
which buy from wholesalers), and 
expansion of direct selling activ- 
ities of manufacturers are more 
important reasons. 


ws In the apparel trades, the whole- 
saler declined markedly over the 
20-year period. In the drug field, 
however, while the percentage of 
chain store sales rose from 18% 
in 1929 to 22.7% in 1948, the 
wholesaler has done relatively 
much better, and the Washington 
professor suspects that the drug 
wholesaler has been much more 
efficient than his counterpart in 
the food and apparel fields. 

Mr. Engle concludes that whole- 
salers lost much ground to chains 
during the first three decades of 
the century; that the chains’ share 
of the market was stabilized after 
1929; and that where wholesalers 
have lost ground, as in food and 
apparel, chains were not the cause. 

His advice: “In a field as dy- 
namic and keenly competitive as 


distribution, independent wholesal- 
ers can survive only by taking full 
advantage of modern methods of 
meeting competition.” 


ws The membership of the Amer- 
ican Marketing Association will 
get 4,000 copies of the book, with 
an additional 6,000 copies for dis- 
tribution to schools, libraries and 
teachers by the National Associa- 
tion of Wholesalers. 

Copies may be obtained for $1 
from the National Association of 
Wholesalers, Ring Bldg., Washing- 
ton, or from the Journal of Mar- 
keting, 383 Madison Ave., New 
York. 


Gross Agency Moves Oftices 


Charles Anthony Gross, adver- 
tising and merchandising counsel, 
has moved to larger quarters in the 
Chamber of Commerce Blidg., 
Miami, Fla. 


Caltex Appoints Bittner 


Harry Bittner has been ap- 
pointed sales manager of Caltex, 
California, Los Angeles. 


‘Plating’ Names Dietrich 


Walter C. Dietrich has been 
named advertising manager of 
Plating, published by the American 
Electroplaters’ Society, Jenkin- 
town, Pa. He succeeds Allan Ray 
Putnam, who has joined the Am- 
erican Society of Tool Engineers, 
Detroit. Mr. Putnam will continue 
to represent Plating in certain sec- 
tions of the central states this fall. 


Minnesota Radio Men Elect 


Melvin Drake, manager of 
WDGY, Minneapolis-St. Paul, has 
been elected president of the Min- 
nesota Broadcasters Association. 
Carl Bloominquist, WDSM, Dul- 
uth-Superior, has been named vice- 
president, and Kenneth M. Hance, 
KSTP, St. Paul, has been ap- 
pointed secretary-treasurer. 
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(Cont. from pg. 46) . 
D. M. V. P. Shows How to 
Test for Best 
Bob Stone, vice-president, Na- 
tional Research Bureau, is one of 
14 specialists who get dewn to 


D. M. brass tacks 
in the NRB Di- 
rect Mail Manual. 
Stone explains 
value of testing 
and factors that 
affect results. He 
explains in de- 
tail how to test, 
what to test, how 
to analyze results. 
He also gives re- 
sults of tests con- 
ducted by other 


Robert Stone 


large mailers. 
(Cont., See Pilgreen Photo, Pg. 53) 


[Advertisement ] 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at Milwaukee, Wis. 


, 


that’s Way) 


COVER 8 OUT OF 10 


SEATTLE HOMES. WIZE 


EsTIMES ALONE 


does it in SEATTLE 


DON’T MISS THIS AMAZING MARKETING OPPORTUNITY! 


ONE medium alone—The SEATTLE TIMES—can win the rich 
Seattle market for you. It’s performing this job for hundreds 
of alert advertisers right now. It will do the job for you — 
when you concentrate frequent advertising in The SEATTLE 
TIMES. The TIMES reaches 8 out of 10 Seattle homes. Such 


complete saturation cannot fail. 
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Along the Media Path 


@ Gasoline Retailer has just is- 
sued a new report on the auto- 
motive service industry, which is 
the “official” name selected by 
the Automotive Advertisers Coun- 
cil to describe the manufacturers, 
wholesalers and retailers who ser- 
vice the often misunderstood 
“automotive after-market.” The 
study provides figures on the over- 
all industry, on the gasoline ser- 
vice station portion of the industry, 
and marketing within this field. 


@ The Chicago Herald-American, 
which has begun work on a new 
annex connecting with its present 
offices and printing plant at 326 
W. Madison St., expects to have 
the building ready for occupancy 


- = en 
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by fall of next year. 

The basement and first floor 
of the three-story structure will 
provide room for paper storage 
and the installation of three rows 
of presses, each of 16 units and 
four folders. City delivery and 
press control rooms are provided 
on two mezzanines; the second 
floor will be the mail room, and 
the third floor is being held for 
future expansion. 


e Successful Farming has just 
published an enlarged and revised 
soils book, “A Better Living from 
Your Soil,” which illustrates and 
describes what scientists know 
about the soil in layman’s lan- 
guage. The first edition of the 
book, “That Soil of Yours,” was 
issued in 1947 and has since been 


used as a text in many college soils |’ 


departments. 


e To dispel some of the misin- 
formation about south-of-the-bor- 
der radio station operations, 
the Mexican outlet, XERF, has 
launched an industry-wide cam- 
paign in ADVERTISING AGE and 
other marketing publications. 
XERF, licensed to operate on 150,- 
000-watt power on a clear chan- 
nel, emphasizes that its wave 
lengths are strictly observed and 
that latest equipment assures its 
staying “right on the beam.” The 
station’s mail address is Del Rio, 
Tex., while its transmitter is 


Metropolitan POPULATION e 


Now 185,000 


; * Seles Management's Survey of Buving Power 
aes Cope 1949, futher reproduction not licensed 


ee: Penta: 
JOURNAL STAR 
a 98,000 ~ Hag 


Nat'l, Rep'’s. WARD-GRIFFITH Co. 


across the border in Villa Acuna, 
Coahuila. 


e U.S. News & World Report was 
named “most useful” by votes 
ranging from 5 to 4 up to 14 to 1, 
the publication boasts in the sec- 
ond and final installment of the 
Benson & Benson surveys on dup- 
lication and non-duplication. The 
study covered six weekly and 
monthly news magazines, and the 
results were checked two ways, 
by mail and personal interview. 


e@ The Journal, Portland, Ore., will 
resume publication of its retailer 
trade publication, “Trade News,” 
with the November issue. The pa- 
per, started in October, 1920, as 
a merchandising service for Jour- 
nal advertisers, was issued monthly 
until wartime stringencies forced 


who recently joined the paper’s 
national ad department, will edit 
the “Trade News.” 


e Add Philadelphia Inquirer, 1949 
records: The Sunday, Sept. 11, is- 
sue contained 208 pages, surpass- 
ing the previous record of 194 
pages established last May 15, and 
carried 370,341 lines of advertis- 
ing. 


Two Name Mann Agency 

Mann Advertising Co., Los An- 
geles, has been named to direct 
the advertising of Nu Orm Plans 
Inc., Los Angeles, which offers 
a service sales program for auto- 
mobile dealers, and Hellwig Prod- 
ucts Co., Glendale, manufacturer 
of a line of spring stabilizers and 
overload springs for passenger cars 
and trucks. 


DuMont Appoints Lyman 

F. A. Lyman has been appointed 
assistant national sales manager, 
receiver sales division, of Allen 
B. DuMont Laboratories, New 
York. He formerly was promotion 
manager of Leo Meyberg Co., Los 


its suspension. Jack D. Wilkins, ; Angeles. 


Radio, Video Makers | 
Produce Film Series 


on Better Reception 


New YorK—Radio Manufactur- 
ers Association and Television 
Broadcasters Association have co- 
operated in the production of a 
series of film shorts designed to 
help televiewers get the best pos- 
sible reception from their video 
sets. 

Twenty-two 20 and 60-second 
spots will be made available to 
stations, which are expected to 
run them as public service an- 
nouncements. Subjects covered in- 
clude focusing and operation of a 
receiver, proper viewing positions 
to avoid eye-strain, proper use of 
the test pattern, recognition of 
various types of interference, and 
hints for clearing them up. 


a The film series resulted, in part 
at least, from manufacturer-ser- 
vice organization complaints that 
many of the service requests re- 
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ceived could be averted by prope: 
handling and tuning of sets. 

“Keeping in order the nation’: 
80 to 90 million radio sets has re 
quired the help of some 40,00' 
radio technicians,” R. C. Sprague 
chairman of the RMA’s town meet 
ing committee, said. “By 195: 
some of us believe an additiona 
50,000 technicians will be neede 
for television, with more tha 
24,000,000 television sets in Am 
erican homes.” 


ABC Advances Moore 
and Felix on West Coast 

Richard A. Moore has been 
named assistant general manager 
and director of television opera- 
tions of the western division of 
American Broadcasting Co., Los 
Angeles. Ernest Felix has been ap- 
pointed assistant treasurer of the 
company. 

Associated with the network’s 
television operations for some time, 
Mr. Moore was originally assigned 
to the West Coast to help launch 
ABC’s new stations there. Mr. Fe- 
lix- has been auditor and personne] 
manager of ABC’s western divi- 
sion since 1944. 


YOU'RE DARN RIGHT! 


HAPPY (Face-the-Facts) HOLIDAY asks: 


| a cnn ly, 
Holiday 


py SCE 


=f 
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NOT 1...NOT 100...NOT 1,000...BUT 1,358... count ‘em... 


1,358 chain and independent drug stores cashed in on Holiday’s 
record-breaking summer Vacation-Needs Promotion for 1949! 


RETAILERS FROM COAST TO COAST REPORT 
HOLIDAY PROMOTION SET NEW SALES RECORDS! 


Choose your yardstick. Whether it’s the number of 
stores or the sales per store, Holiday’s summer 
drug store Vacation-Needs Promotion has again 
proved itself to be America’s champion salesman of 


vacation needs. 


| 


Here’s what M. M. Mobley of the Jack Collier 


Drug Company, Fort Worth, said: “Items displayed 
with merchandising material furnished by Holiday 


Magazine doubled in sales during the concentration.” 


“a superlative success.” 


And Cleve Carey, Advertising Manager, Rexall 
Drug Co., Los Angeles, called this year’s promotion 


Wholesalers and manufac- 


turers, too, joined in saying that with proper use of 


the promotion “two or three sales will grow where 


only one grew before.” 


7 SELLS THE IDEAT 
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Advertising Age, October 3, 1949 


Selects Cowee-Rattner 
Holland Shade Co., New York, 


mn’: manufacturer of window shades 
re and woven wood products and a 
D0! new advertiser, has appointed 
ue Cowee-Rattner Advertising, New 
et York, to handle advertising and 
95 merchandising. Sales promotion 


materials for dealers and con- 
na sumer magazines will be used. 


va Gets Jewelry Account 


m 

' Warner, Schulenburg, Todd & 
Associates, St. Louis, has been 
named to direct the. advertising 
and promotion of the retail and 
wholesale lines of Shear Jewelry 

een Co., St. Louis. Newspapers and 

iger national magazines will be used. 

Ta- 

1. To Mac Wilkins, Cole 

ap- Betty Lancaster, formerly with 


the Hargreaves Agency, Portland, Ore., 
where she did copy, layout and 
production, has joined Mac Wil- 
kins, Cole & Weber, Portland of- 
fice, in the same capacity. 


Martin Appointed A. M. Hibernia Bank, San Francisco. The 
Francis A. Martin has been ap-| bank has named Abbott Kimball 
pointed advertising manager of the} Co. of California to handle its ad- 


HARMONIOUS QUARTET—On hand for the warmup session of “Mohawk Showroom,” 

back on NBC-TV after a summer layoff, are (left to right) George Nelson, head of 

George R. Nelson Inc.; stars Morton Downey and Roberta Quinlan, and Ted Aber, 
assistant advertising manager, Mohawk Carpet Mills, Amsterdam, N. Y. 


vertising. Outdoor, transit and 
newspaper advertising will be 
used. 


Postwar Lighting Is 
Far from Adequate, 


Survey Emphasizes 


New YorK—Lighting in the av- 
erage American city is 85% inad- 
equate, according to a survey com- 
pleted in Indianapolis by an inde- 
pendent market research agency 
for the industrial and commercial 
lighting equipment section, Na- 
tional Electrical Manufacturers As- 
sociation. 

Indianapolis was selected as a 
test city because lighting fixture 
sales there were believed to be 
close to the national average. 

In this “average American city,” 
less than 20% of the lighting fix- 
tures in use have been installed 
since the end of World War II, 
the study showed. Approximately 
75% of the fixtures sold in the 
postwar period have been fluores- 
cent. 

Measurements with footcandle 
meters indicated that at least 85% 
of the lighting in Indianapolis is 


LEMORE PHARMACY, Cisco, Texas, like dozens of 
others, used HOLIDAY promotion material store-wide. 


NO OTHER MAGAZINE IN AMERICA HAS mood. Two... 3000 stores will put your product 


HOLIDAY’S NATURAL MERCHANDISING APPEAL! 
\ shopping. 
Pick "P ep. y “ euaned Look through it. wkd Write today for full details. Address: Holiday, 
page is an invitation to enjoyment. Every page stimu- 7, dependence Square, Philadelphia 5, Pa. 


within reach of these people when they’re actually 


lates your desire for a full and richer life. Every 


page sells the idea that sells the goods. 


Each month more than 820,000 families sit down Here’s the box score for 1949! 
with their copies of Holiday. What kind of people Liggett-Rexall . New York and New England . . 180 
. P ‘ : ‘ Lane-Rexall . . Southeastern U.S......... 74 
are they? They’re active, alert, intelligent. They're Owl-Rexall. . . Pacific Coast... ... 0.04. 119 
bat : Cunningham . . Detroit, Michigan......... 113 
accustomed to good living, eager for new experiences. nash tien ; oned, a «bigpvaa ‘o 
They have a higher average income than the readers People's Drug . Washington, D.C. ........ 150 
Katz Drug . . . Kansas City, Mo... . 1.555 27 


of any mass magazine. They’re willing and able to independent Drug Stores serviced by South- 
buy; and when they read Holiday they’re in a buying ant Brug Conperation—Datien, Venus . . a 


mood. 


Holiday promotions harness this mood with both 
window and store-wide interior displays. Over the 
last three and a half years, in more than 5,314 retail 
promotions, advertisers have discovered in Holiday 


a unique new merchandising appeal that no other 
magazine can duplicate. 


ADVERTISERS ARE NOW SIGNING UP FOR NEXT 
YEAR’S PROMOTION, WHICH WILL BE MORE 
THAN TWICE AS BIG... 3,000 STORES! 


Holiday’s next Drug-Store-Wide Promotion will de- 
liver the biggest ONE-TWO sales punch of the year 
1950. One .. . the advertising pages of Holiday will 
put your product in the mind’s eye of America’s 
most responsive people when they’re in a buying 


OWL-REXALL, 8490 Beverly Boulevard, Los Angeles, one of 373 Rexall 
Stores that cashed in on HOLIDAY's great 1949 summer promotion. 


51 


inadequate, judged by standards 
established by the Illuminating 
Engineering Society. 


s Data compiled from the study 
indicate the market for lighting is 
not even approaching saturation. 
During the next 12 months, it is 
considered likely that the public 
will buy about 24% more lighting 
fixtures than have been purchased 
in an average postwar year. 

The incidence of lighting fix- 
tures in Indianapolis is about one 
fixture for every 164 square feet 
of area to be lighted. Of these fix- 
tures nearly 36% are fluorescent, 
64% incandescent. 

Next to illumination, industrial 
and commercial establishments 
that installed fixtures since the 
war wanted better appearance and 
improved working conditions, the 
survey discloses. In most cases, it 
is reported, most companies are 
well satisfied with their present 
lighting, which the compilers of 
the study find “quite remarkabie, 
especially since these users did not 
take advantage of professional ser- 
vices available.” 

A year-long promotional pro- 
gram of relighting, under direction 
of the Electric League of Indiana- 
polis, started Oct. 1. 


Retains Sumner Agency 


Schiff Bio-Food Products, Jer- 
sey City, N. J., has retained G. 
Lynn Sumner Co., New York, to 
handle advertising of Insta’ Churt, 
buttermilk health product. It is 
now undergoing a test campaign 
in newspapers in major cities. 


Joins ‘California Farmer’ 


Richard Finkel, formerly adver- 
tising manager of Campbell Motors 
Ltd., Vancouver, has joined the 
advertising and research depart- 
ment of California Farmer, San 
Francisco. 


Blitz Appoints Rohan 


Serena E. Rohan, who has had 
her own retail advertising service 
in Portland, Ore., for many years, 
has been named production man- 
ager of Arnold Blitz Agency, Port- 
lana. 


( Advertisement) 


Appointed by P. J. Ritter Co. 


ay NPS ao 


Robert W. Lore has been appointed 
sales manager of the P. J. Ritter Com- 
pany, Bridgeton, N. J., packers of 
catsup, beans, relish, asparagus and 
other foods. The company is currently 
celebrating its 95th anniversary. 

Mr. Lore, who will direct all mer- 
chandise and sales activities of the 
Ritter Company, says, “The Wall 
Street Journal gives me a first-hand 
account of what is going on in all 
business. I consider it my most im- 
portant source of information and 
interpretation on business trends. I 
particularly like the Commodity Let- 
ters and the Washington Wire fea- 
tures.” 

There are 37,635 general managers, 
department managers and their assist- 
ants in The Journal’s daily reading 
audience of 233,123. These men in re- 
sponsible positions consult the Only 
National Business Daily for news, too, 
of what, where and when to buy for 
their own companies. Your firm's 
sales message will reach decision- 
makers in a “decision-making state 
of mind” when that message appears 
regularly in The Wall Stree! Journal. 


—" 
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Tyler Rejoins Mutual 
as A. M.; Thompson Resigns 


James S. Tyler, advertising man- 
ager of Mutual Broadcasting Sys- 
tem, New York, from 1941 to 1945, 
has rejoined the network in the 
same capacity. Before returning to 
MBS he handled sales promotion 
assignments for the McGraw-Hill 
Publishing Co., Time Inc. and 
Fawcett Publications. 

Jesse Thompson, Mutual pro- 
motion director, has left the net- 
work. 


KSMA Appoints O'Connell 


Lee O’Connell, Los Angeles and 
San Francisco, radio sales repre- 
‘sentative, has been appointed to 
represent Station KSMA, Santa 
Maria, Cal. 


ALA 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally vr! Burn-Smith 
o., Inc. 


Ad Promotions 
Boost Potato 
Chip Buying 


Jays and New Era 
in Chicago Typify 
Aggressive Marketers 


Cuicaco—Potato chips, invented 
in 1853 by a Saratoga chef named 
George Crum, as the result of a 
customer’s complaint that the 
French fried potatoes were too 
thick, have enjoyed a spectacular 
sales rise since the war. And now, 
for the first time, advertising bud- 
gets of potato chip manufacturers 
are assuming a position of im- 
portance in newspapers and on ra- 
dio stations. 

In 1945 per capita consumption 
of potato chips was 1.4 pounds per 
year. In 1948, per capita consump- 


tion was almost two pounds per 
vear, and it continues upward. Pro- 
duction, in the period from 1938 
to 1948, rose from about 50,000,000 
to almost 260,000,000 chips an- 
nually, according to the National 
Poiato Chip Institute. 

Typical of the type of postwar 
merchandising that has boosted 
chip sales are the consistent ad 
canipaigns of two companies mar- 
keting chips in Chicago—Special 
Foods Co. (Jays potato chips) and 
Nicolay-Dancey Inc. (New Era 
chips). 


s Except for about a half-dozen 
house brands marketed by major 
food chain stores, most of the po- 
tato chips sold in the U. S. are 
made and sold in local markets, or 
in one region. Reason for this, of 
course, is the bulky nature of the 
product and resultant shipping 
problems. 

A second problem faced by man- 
ufacturers is that of the high peaks 
and valleys caused by wide varia- 
tion in sales by season. Summer 
sales, for instance, are as much 


..- TO MOVE HANDS 


ITH the geared Times-Picayune and New Orleans States, you 
Wi inove hands—hands by the thousands to your product! 


With good reason ... 


these two are the unchallenged, biggest sell- 


ing force in the market . . . and their geared, moving-in-different- 
directions circulations gain for you coverage as complete as a day of 


twenty-four hours. 


Daily, in the New Orleans city zone market of 187,900 families. és 
The Times-Picayune’s and States’ circulations total 225,679—with an 
added 44,957 in the trading zone ... 


Here’s daily coverage plus ... You're in better than one news- 
paper for every three persons (children included) in the New Orleans 
city zone—where retail sales in ‘48 totaled $617,595,000 .-. Where 
booming, billion-dollar port business is second in the U. S. A. nae 
where an upcoming program of municipal building is to add income 


millions! 


And Sunday, with The Times-Picayune-States you enjoy a whop- 
ping 202,893 circulation in and around New Orleans, 81,710 more 
outside the city—better than 20% coverage in 33 Louisiana and 
Mississippi counties, 10% in 21 others... 


Now is the time ... 


to have Jann & Kelley, Inc., tell you about 


The Times-Picayune and States ... the direct, geared way to make 
double time in a twenty-three jewel market. 


| Wew Olelecaed 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions! 


Population, sales figures from Sales Management 
Circulation figures, 3 months ending March 31, ‘49 


x ~ » 

MAXWELL 
House” | "house! 
eet | cote, 
id & 


MAXWELL 
HOUSE 
Coffee 
ree 


MAXWELL 
HOUSE 


Cottee 


DRIVER'S SEAT—Gov. James A. Duff of Pennsylvania recently opened a new General 

Foods distribution warehouse at Camp Hill, Pa., by driving a lift truck piled high 

with Maxwell House coffee. Co-pilot on the front seat is Theodore Roosevelt III, 

Pennsylvania commerce department secretary, and back seat drivers are Walter S. 

Franklin (left), president, Pennsylvania Railroad, and Austin S. Igleheart, president 
of General Foods. 


as 100% greater than in winter 
for some manufacturers. 

In most cases, advertising cam- 
paigns are tailored with careful 
regard to these basic production, 
shipping and marketing problems. 


ws Special Foods Co., in business 
for 17 years, has used outdoor and 
radio advertising almost from its 
beginning. That the techniques de- 
veloped for its Jays brand are ef- 
fective is indicated by the claim 
that it sells more potato chips in 
the Chicago area than all other 
brands combined. 

Through Kaufman & Associates, 
Special Foods this year has used 
outdoor illuminated bulletins, 
painted walls and bus cards in 
some suburbs—and will continue 
using these media in the’ coming 
year. 

Radio has been a big part of the 
campaigns for Jays. Singing com- 
mercials (“Jays potato chips, Jays 
potato chips”) have been aired 
consistently on most Chicago sta- 
tions in a planned schedule which 
shifts spots from station to station 
and morning to afternoon to eve- 
ning and back. 


2 In addition, the company spon- | 


sors quarter hours on _ Station 
WAAF, and has a 15-minute por- 
tion of WBBM’s Paul Gibson show, 
as well as a quarter hour of the 
“Johnson Family” (also WBBM), 


which it inaugurated last week. 

During summer months, when 
sales are up, radio advertising is 
kept to a minimum. The company 
keeps its schedule flexible enough 
to swing its advertising punch 
when it is needed. Key to the cam- 
paign planning is its desire to 
make Special Foods into a year- 
round operation and keep its em- 
ployes and 65 trucks operating 
steadily. 

The company has used news- 
papers in the past but it has a 
more impressive newspaper cam- 
paign in the development stage 
and will use full-color pages in 
dailies late this fall and winter to 
push sales of its pound and half- 
pound sizes. (Special Foods. also 
markets 5¢, 10¢ and 25¢ sizes in 
reinforced cellophane bags.) 

In addition, it also plans to in- 
troduce packaged ready-to-pop 
popcorn and a carmel corn in the 
near future, as companion products 
to its potato chips and cheese chips. 


gs Nicolay-Dancey Inc., which has 
its headquarters in Detroit and 
markets New Era potato chips in 
Pittsburgh, Detroit, Chicago and 
the area between those cities, has 
run a series of full-color pages in 
newspapers this summer to hypo 
its sales. 

Through Mitchell-Faust Adver- 
tising Co., Chicago, the company 
has given a heavy play to its slo- 
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gan, “The potato chip that’s com- 
pletely digestible.” Copy in news- 
papers and car cards tells how 400 
gallons of excess starch are re- 
moved from potatoes in an average 
day’s cooking, and how the chips 
are cooked in vegetable shorten- 
ing. 

Nicolay-Dancey has found that 
fewer than one-half of potatoes are 
first-quality chipping potatoes. 
Idaho potatoes, for example, con- 
tain too much water. And since it 
is sometimes difficult to determine 
whether a potato will chip at 
sight, the company supports field 
kitchens, which follow the harvest 
and determine. which crops are 
suitable. 

Nicolay-Dancey’s advertising 
campaign is directed primarily at 
suggesting new methods of using 
chips, and new methods of serving 
them in combination with other 
foods. 


a In its monthly color pages this 
summer, it has carried such sug- 
gestions to consumers through tie- 
in advertisements with Philadel- 
phia cream cheese, Meister Brau 
beer and other advertisers. 

The car card and store display 
phase of the campaign will con- 
tinue through the winter, still with 
emphasis on the shortening used 
in cooking the chips, the starch 
removal process, and new methods 
for using ‘chips in the home. 

In the case of almost all po- 
tato chip manufacturers, the prod- 
ucts find their greatest market in 
food stores. As a result, many of 
the more effective campaigns em- 
ploy appeals that attract feminine 
shoppers and seek to boost the sale 
of chips as part of the normal 
weekly shopping routine. 


NIAA Seeks More 
Standardization 


in Publications 


New YorK—Methods of further- 
ing more standardization in busi- 
ness papers, particularly with 
respect to standard second colors, 
page size and analyses of circu- 
lations by types of readers were 
discussed last week by the com- 
mittee on media practices of the 
National Industrial Advertisers As- 
sociation. Harold A. Wilt of J. 
Walter Thompson Co. is chair- 
man. 

The committee, formerly known 
as the committee on audit forms, 
has had its activities expanded by 
the NIAA board and, according to 
Mr. Wilt, plans to become more 
active during the coming year in 
pushing for action on business 
paper standardization, especially 
with respect to circulation analy- 
ses. 


@ As an example of what can and 
should be done, Mr. Wilt cited 
three horizontal papers in the in- 
dustrial field, namely, Industrial 
Equipment News, Mill & Factory, 
and New Equipment Digest, which 
some time ago reached an agree- 
ment by arbitration to adopt and} 
use ten basic’ standard classifica- | 
tions in their circulation state- 
ments. Industrial Equipment News, 
Mr. Wilt said, already has printed 
and is using the proposed form. 

The NIAA committee, Mr. Wilt 
said, hopes to convince more pub- 
lishers, advertisers and agencies 
that standardization of circulation 
classifications is essential for better 
space buying, better publishing 
and better advertising. 


@ When you pretest your 
sales and advertising idea 


.. + you are also pretesting profits 


for the Management! 


® Use Burgoyne store panels in 
these top test markets. Measure 
in advance your 1950 plans now 
... With “over-the-counter” 


frets... you do the interpreting. 
© The Burgoyne method has been 


pretested for you ... by national 


alvertisers for years. 


® Let us tailor a proposal for you. 


(Surgoyne Grocery éx Drug pe 


CINCINNATI 2, OHIO 


DIXIE TERMINAL @ 


pretest profits § 


DAYTON 


Dayton is a good test 
city... air capital of 
the U. S.... General 
Motors and National 
Cash Register plants. 


Alive ... full of bustling 
industry in a rich agri- 
cultural county . . . high- 
est average hourly wage 
for skilled workers in 
the whole area . . . bal- 
anced economy of con- 
sumer and capital goods. 
sales City and Rural Trading 
Zone: Population 466,- 
387 (ABC)... Circula- 
tion 198,692. 


THE DAYTON NEWS 
and JOURNAL HER- 
ALD . .. represented 
nationally by Sawyer- 
Ferguson-Walker Co., 
New York-Chicago-De- 
troit-Los Angeles-San 
Francisco-Atlanta. 


Members of Mr. Wilt’s com- 
mittee include: Maurice Phillips, 
International Nickel Co.; E. -L. 
Grauel, Eastman Kodak Co.; A. 
M. Street, Jenkins Bros.; Louis E. 
Millot, Batten, Barton, Durstine 
& Osborn, and Blaine G. Wiley, 
executive secretary of the NIAA 
(ex-officio). 


JOHNSON ASKS SHIFT 
IN CLASSIFICATION 

New YorK—Oliver Johnson, re- 
search director of Iron Age, last 
week told AA that an idea which 
he has been advocating—having 
publishers of industrial papers 
adopt the federal government’s 
standard industrial classification 
system to the auditing of their 
papers—is winning. more support- 
ers every day. 

Agencies like the idea, Mr. John- 
son said, because it will mean 
presenting circulation information 
in terms with which they are 
familiar, since the government’s 
standard industrial classification 
system is now used more or less 


generally by most large industrial 


companies. 

The government’s standard in- 
dustrial classification system was 
compiled about four years ago by 
the Bureau of the Budget to stand- 
ardize statistical methods and data 
in all government bureaus and de- 
partments. 

Mr. Johnson believes that a lot 
of confusion, duplication and 
waste would be eliminated if pub- 
lishers of industrial papers would 
adopt the government’s industry 
breakdowns as the basis for their 
circulation statements. In addition, 
Mr. Johnson suggests that indus- 
trial marketers use these classifi- 
cations and terms in analyzing 
sales and studying markets. 


Tarcher Appoints Kane 

Robert E. Kane, formerly with 
Benton & Bowles, has been named 
publicity director of J. D. Tarcher 
& Co., New York. 


Provincial Paper Names Brain 
George M. Brain has been ap- 

pointed general sales manager of 

Provincial Paper Ltd., Toronto. 
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Names Tech ADgency 


Tech ADgency Inc., Detroit, has 
been named to handle the adver- 
tising of Brown-Hutchinson Iron 
Works, Detroit, fabricator of en- 
gineered equipment for the heat 
treating, pickling, chemical and 
pulp and paper fields. Trade pub- 
lications will be used. 


(Cont. from pg. 49) 
Neiman-Marcus Glamour Gal 
Writes about Direct Mail 


Not all the direct mail leaders 
are men as proved by the section 
on Retail Direct Mail written by 


the glamorous 
Miss Madeline 
Pilgreen in the 
NRB Direct Mail 
Manual. She 
shows retailers 
how to use the 
mails to reach 
out of the retail- 
er’s trading area 
for added sales— 
must reading for 


enterprising re- 
M, Pilgreen tailers. 
(Cont., See Mannion Photo, Pg. 57) 
[ Advertisement ] 


on —_— ates be bi Month, 


@ First in Reader Response 


@ First in Value 


@ First in Paid Circulation 
—over 100,000 monthly 


Paid circulation is responsive circu- 
lation. Automotive Digest has the 
largest paid circulation of any 


automotive publication. 


Send for the FREE Book containing valuable market- 
ing information on the Automotive After Market. 


22 East 12th St., Cincinnati * 1501 Broadway, New York 
141 W. Jackson Bivd., Chicago * 6432 Cass Ave., Detroit 
639 S. Wilton St., Los Angeles 


is ‘iolens 
ae D 


KLANN AUTO ELECTRIC, Inc. 


10350 Harper, Detroit, Michigan 


One of the mere than 100,000 garages where ivan 
Automotive Digest is bought and read each month. : 


tive After-Market_ 


VERTISING 
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AFA Unit Elects Herndon 


E. Julian Herndon, vice-presi- 
dent and advertising director of 
the Arkansas Democrat, Little 
Rock, has been elected governor 
of the Southwest (10th) District 
of the Advertising Federation of 
America. A. B. Penny, Humble Oil 
& Refining Co., Houston, has been 
named Ist lieutenant governor, and 
Dale Rogers, Mid-Continent Petro- 
leum Co., Tulsa, has been ap- 
pointed 2nd lieutenant governor. 
Alfonso Johnson, who also is ¢x- 


ecutive secretary of the Southwest- 
ern Association of Advertising 
Agencies, has been reelected ecx- 
ecutive secretary. 


Appoint Chirurg Agency 

James Thomas Chirurg Co., Bos- 
ton, has been named to handle the 
advertising of Chase-Shawmut Co., 
Newburyport, Mass., electrical 
fuses and protection devices, and 
its affiliate, Mu Switch Co., Can- 
ton, Mass., enclosed and limit 
switches. 


Billion-a-Year Market 
for the next 5 Years 


Tew Schools— 


Wirth Investigating 


The American School and University has 
covered this field for more than twenty 


SE Ek OE eS ee LR 


Prentice-Hall Inc., New York, 
has turned loose some “just off the 
press!” promotion for Ben Duffy’s 
new edition of “Advertising Media 
and Markets.” But it turns out to 
be premature by several months. 
Latest word from Prentice-Hall is 
that the book won’t be available 
before 1950. 


As export advertising men tried 
to figure out what the devaluation 
of the British pound and other 
currencies’ meant, they got no 
sympathy last week from the air- 
line men who operate in Latin 
America. 

The problem of hard vs. soft 
currencies is a continuing one 


years. 


Write for “Facts and 
College Market” 


470 Fourth Avenue, New York 16, N. Y. 


on the School and 


The American School Publishing Corp. 


south of the border, and for years 
the lines have contended with 
black market fiscal rates, and 
natignal exchange regulations. One 
racket has been halted, the one in 


ould you pe 


= 
sn up the 


e Macket ? 


Not in your right mind, of course! Yet, when 

‘you fail to get your advertising message 
across to the TRUE Small Town Families of 
America, it's just like heaving overboard the 
major part of your New York Metropolitan 
Market. Look: 


N. Y. METROPOLITAN AREA 
3,618,700 families 


U. S. TRUE SMALL TOWNS 
3,349,312 families 


GRIT is edited and published to suit the 
tastes and preferences of TRUE Small Town 
folks all over America. GRIT is the only pub- 
lication concentrating circulation in this mar- 
ket, with 2,996,492 readers weekly. 


GRIT IS BIGGER IN THE TRUE SMALL 
TOWN MARKET THAN ANY OTHER 
URBAN OR FARM MAGAZINE .. . as 
shown in the reports of the GRIT Progressive 
Study of Magazine Readership. (Ask the GRIT 
representative for these revealing reports.) 


National accounts advertising in GRIT do so 
because they know only GRIT gives them 
bull’s-eye penetration in a valuable market, 
where other publications fall short of the 
adequate coverage mark. 


which a national would buy a 
round-the-world ticket with pesos. 
On his first stop, in the U. S., he 
suddenly changed his mind, cashed 
his ticket in dollars, and the line 
was shortchanged. Now he has a 
ticket stamped “redeemable in 

pesos only,” and his coun- 
try very frequently will only let 
him buy a one-way ticket—he 
must pick up his return at the 
other end. 


Problems in names led to many 
misdirected messages of sympathy 
to Lloyd R. Maxwell, vice-presi- 
dent of Roche, Williams & Cleary 
in Chicago. Mrs. Lloyd R. Max- 
well died in Downington, Pa., Sept. 
18. But the deceased Mrs. Max- 
well is the wife of Lloyd Maxwell 
II, who is the son of Ray Max- 
well of the Ladies’ Home Journal, 
and a nephew of the Chicago 
agency man. 


There are 11,000 TV receivérs 
in the Twin Cities area, the Ra- 
dio Manufacturers Association re- 
ports. There are 30,000 TV sets 
in the area, according to KSTP- 
TV. 


Advertising Council people and 
others actively interested in safety 
have taken heart in the fact that 
Standard Oil of Indiana’s football 
schedule on TV calls for regular 
use of public safety messages, first 
time a major advertiser has made 
safety announcements an integral 
part of TV programming. Some 
advertisers have claimed they have 
so much to do getting their com- 
mercials across on video in the 
time they have that they can’t take 
on the additional job of promoting 
public service projects. 


That three-and-a-half page color 
ad in Life Sept. 19 by Richard 
Hudnut reportedly was the most 
expensive ever run by a cosmetic 
maker (cost: about $75,000). Chen 
Yu, which nearly disappeared from 
the market two years ago and was 
bought by Hudnut early this year, 
got the major benefit from the big 
Life ad. Chen Yu lipstick and nail 
lacquer, DuBarry lipstick and the 
Hudnut home permanent also will 
be promoted this fall in Charm, 
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Harper’s Bazaar, Glamour, Made- 
moiselle and Vogue. Kenyon & 
Eckhardt is the agency. 

ee e« @ 


In addition to its magazine, ra- 
dio and’ newspaper capy in the 
“Wilson Weekly Bulletin” column 
(AA, Sept. 26), Wilson & Co. also 
plans a special newspaper drive 
in about 50 markets, boosting its 
B-V gravy maker with a special 
premium, through Ewell & Thur- 
ber Associates, Chicago. 


e e @ 
The retailers who wrote Furni- 
ture Age, Chicago, that it ap- 


parently made a mistake by pub- 
lishing the same ad twice in the 
same issue, were wrong. 

It was a deliberate double-em- 
phasis deal. Bunting Glider Co., 
Philadelphia manufacturer of met- 
al chairs, tables and gliders, asked 
its agency, Harry Feigenbaum Ad- 
vertising Agency, to schedule the 
same full-page ad in both the front 
and rear sections of the publica- 
tion, calling attention to the fact 
that Bunting’s new catalog was 
ready for mailing. The same ad 
ran on Pages 17 and 70 of the 
September issue. 


Chicago Club Elects 
Harlow Roberts President 


Harlow P. Roberts, vice-presi- 
dent of Goodkind, Joice & Morgan, 
has been elected president of the 
Chicago Federated Advertising 
Club. 

Other officers are: 1st vice-pres- 
ident, John V. Sandberg, vice- 
president in charge of advertising 
of the Pepsodent division, Lever 
Bros. Co.; 2nd vice-president, Ma- 
bel Obenchain, midwestern man- 
ager of Famous Features Syndi- 
cate; 3rd vice-president, Gordon E. 
Taylor, vice-president of Reincke, 
Meyer & Finn; secretary, Harry 
Kovats, vice-president, secretary 
and treasurer of Runkle-Thomp- 
son-Kovats, and treasurer, Gerry 
W. Cunningham, mail order sales 
and advertising manager of Sears, 
Roebuck & Co. 


Guthrie Biscuit Names R&R 


Ruthrauff & Ryan, San Fran- 
cisco, has been named to direct 
the advertising of Guthrie Biscuit 
Co., San Francisco, producer of 
Busy Baker sodas, Pirate’s Gold 
graham crackers and Tea Timer 
crackers. 


Remington Names McDowell 
Charles McDowell has _ been 

named account executive of Will- 

iam B. Remington Inc., Springfield, 


Mass. 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be * 
nice fellow with just enough of an inferiority complex to make him easy to liv- 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husbanc . 
During March, 1949, KXOK was within share of audience striking distance « ‘ 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper aud 
ence per doilar than any other St. Louis network station. No wonder Ding-B: 
products are going to town. When your husband checks KXOK’s low-cos' - 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Lou': 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Leuis 


630 on the dial 


A “John Blair’ statio: 
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National Nielsen-Ratings of Top Radio Shows 


Week of Aug. 14-20 (Extra-Week Report) 
All tigures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK 
1 4 Crime Photographer (CBS, Toni division) ......... 5,578 14.2 +5.0 
2 1 Mr. Keen (CBS, Whitehall Pharmacal) ........... 4,792 12.2 +2.5 
3 2 This Is Your F.B.1. (ABC, Equitable Life)........ 4,282 10.9 +14 
4 21 Dr. Christian (CBS, Chesebrough) ............... 4,085 10.4 +3.9 
5 12 Gene Autry Show (CBS, Wrigley) .............. 4,046 10.3 +2.4 
6 13 “The Fat Man’ (ABC, Norwich Pharmacal) ...... 4,007 10.2 +2.4 
7 5 Mr. District Attorney (NBC, Bristol-Myers) ...... 4,007 10.2 +11 
8 6 Our Miss Brooks (CBS, Colgate-Palmolive) ....... 3,889 9.9 +11 
9 9 Cp Saar Coley We UD oes ccceedebicrscccce 3,810 9.7 +18 
10 ll Henry Morgan Show (NBC, Bristol-Myers) ........ 3,771 9.6 +17 
lu 3 Adventures of Sam Spade (CBS, Wildroot) ........ 3,732 9.5 +0.1 
12 23 Mr. Chameleon (CBS, Sterling) ...............4. 3,732 9.5 +2.0 
13 19 A Life In Your Hands (NBC, Raleigh) ........... 3,692 9.4 +2.6 
14 20 Mr. & Mrs. North (CBS, Colgate) .............. 3,653 9.3 +2.6 
15 8 Mystery Theater (CBS, Sterling Drug) ........... 3,653 9.3 +1.3 
16 17 First Nighter (CBS, Campana) ................. 3,614 9.2 +2.2 
17 18 Curtain Time (NBC, Mars candy) ............... 3,378 8.6 +17 
18 26 Big Town (NBC, Lever Bros.) .................. 3,221 8.2 +2.2 
19 30 Vaughn Monroe (CBS, Reynolds) ................ 3,221 8.2 +2.5 
20 7 Corliss Archer (CBS, Electric Companies) . ...... 3,142 8.0 —0.7 
EVENING, MULTI-WEEKLY 

1 2 Lone Ranger (ABC, General Mills) .............. 2,710 6.9 +0.7 
2 1 Counter-Spy (ABC, Pepsi-Cola) ................ 2,593 6.6 +0.2 
3 3 News of the World (NBC, Alka Seltzer) ......... 1,453 3.7 —0.6 
DAY, SATURDAY : 

1 2 Stars Over Hollywood (CBS, Armour) ........... 3,653 9.3 +0.6 
2 3 BE 3,535 9.0 +15 
3 1 Grand Central Station (CBS, Pillsbury) .......... 3,339 8.5 —0.3 

DAY, SUNDAY 

1 1 Martin Kane, Private Eye (MBS, U. S. Tobacco) . .2,553 6.5 +0.2 
2 2 House of Mystery (MBS, General Foods) .......... 2,514 6.4 +0.1 
3 9 Solitair Time (NBC, Campana) ................ 1,100 2.8 +18 


Nielsen Issues lst 
Weekly Report, 2nd 
Pacific Listings 

Cuicaco—A. C. Nielsen Co. has 
increased its Nielsen-Rating re- 
ports to four times monthly. The 
“extra-week” report shows ratings 
on evening shows and daytime 
weekend top-rated shows. 

In its second report of Pacific 
Nielsen-Ratings (for the month 
of July) the ten leading evening 


shows were: 


Program Rating (%) 
Philip Morris-Horace Heidt ................ 13.1 
2. The Whistler 
3. Henry Morgan Show 
4. The Fat Man 
5. Original Amateur Hour 1 
6. Adventures of Sam Spad 1 
: ES 
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4 1 
1 1 


. This Is Your FBI 
, sk yaya 
JF 4, 3 OS : 


Firestone of California 
Signs ‘Here Comes Harmon’ 


Firestone Tire & Rubber Co. of 
California has signed to sponsor 
“Here Comes Harmon,” a 15-min- 
ute football prediction show with 
Tom Harmon on KFI, Los Angeles, 
for 14 weeks. The radio series will 


be accompanied by a heavy mer- 
chandising campaign for the com- 
pany’s stores in Southern Cali- 
fornia. 

Basis of the campaign will be 
a weekly contest in which fans 
will try to select winners of the 
20 games Harmon will predict each 
week. Weekly’ prizes will total 
20 with a television receiver as 
top award. Irwin-McHugh Adver- 
tising Agency, Los Angeles, is the 
agency. 


Dairy Association Opens 
Annual Cheese Festival 

The American Dairy Association 
will use color pages in October is- 
sues of Look, McCall’s and The 
Saturday Evening Post to launch 
its annual cheese festival. Kraft 
Foods, Borden and Swift & Co. 
are among food advertisers sched- 
uled to run tie-in magazine ads 
during the fall promotion. 

Other tie-ins include food page 
editorial features in Ladies’ Home 
Journal, Look, McCall’s, Today’s 
Woman and True Confessions; Na- 
tional Cheese Institute and Super 
Market Institute merchandising as- 
sistance; ADA posters on Railway 
Express trucks, and a National 
Biscuit Co. cheese-and-crackers 
promotion. 
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But don’t hesitate to order the blue plate, or red 
plate, or yellow plate from Lake Shore Photo En- 
graving ... Day and Night Service! 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 
4 60 E. Illinois St., Chicago 11 * Phone SU. 7-8216 * Day, Night and Saturday Service 


Responsible menin thousands 
ofcompanieswhoyearly spend 
$6,000,000,000 for packages 
and packaging machinery, 
materials, service and supplies 
would pay a pretty penny to 
the fortune teller who could 
answer that fascinating—and 
vital—question. Keeping constantly abreast of what's new in packaging may mean the 
difference between profit and loss for many a product in today’s brass-knuckle marketing 
melee! 

PACKAGING PARADE has no palm-reading department—but it does give those respon- 
sible for 75% of the actual purchases in this mammoth markct the continuous and up-to- 
the-minute picture of packaging development. Complete coverage of every section of the 
field—presentation in terse, meaty news-magazine style by package-wise editors—a pro- 
fusion of pictures, charts and diagrams—/ive stories and features throughout the book, 
cover-to-cover—these factors have made PACKAGING PARADE readership tops across 
the board in major companies which package. And that kind of readership is one big rea- 
son why advertisements in PACKAGING PARADE produce economically and effectively. 
There’s a lot more to the entire PACKAGING PARADE story than space will let us tell 
here—but check this brief list of practical advantages which can help you get more for 
your advertising dollar in the packaging market: 


¥ ADVERTISERS: Our Advertisers’ index 
is @ reliable directory of the leading 
companies which sell the big volume of 
packages, packaging machinery and 
equipment, materials and services to the 
packaging industry. 


y EDITORIAL: Terse but comprehensive 
coverage of ali phases of packaging — 
inviting news-magazine style—pro- 
fusely illustrated, handsomely produced 
—cover-to-cover readership ensured. 


¥ FORMAT: Super-Size page permits max- 
imum display of every ad— maximum 
useable space per advertising dollar— 8 
ad sizes, to fit every layout and every 
budget. 


CIRCULATION: All-buyer—no dead- 
wood or superfluous in-plant duplication 
—98% USA— 14,000 CCA. 


If you haven't seen PACKAGING PARADE 
lately, send for a recent copy—and call our near- 
est representative for the complete data on what 
PACKAGING PARADE can do for you. 


published by HAYWOOD PUBLISHING COMPANY 
360 N. Michigan Avenue, CHICAGO 1, Illinois...... Dearborn 2-6803 
101 Park Avenue, NEW YORK 17, N.Y.......... Murray Hill 3-5294 


also publishers of SHEARS, a paper box man- 
vfacturing trade magazine established in 1892 
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Pillsbury Names Vladimir 


Pillsbury Mills, Minneapolis, has 
appointed Irwin Vladimir & Co., 
New York, to handle its export ad- 
vertising. A campaign featuring 
Pillsbury flour and specialty gro- 
cery items will be launched shortly 
in a number of overseas markets. 
McCann-Erickson formerly han- 
dled the account. 


Y&R Promotes Coulter 


Frank Coulter Jr., formerly as- 
sistant manager of the radio me- 
dia department of Young & Rubi- 
cam, New York, has been promoted 
to manager, succeeding Carlos A. 
Franco, who resigned after ten 
years. Mr. Coulter has been with 
Y&R since 1940. 


Customers Offered 
50¢ Laxative Refund 


BLoomrFieLp, N. J.—The Union 
Pharmaceutical Co. last week in- 
augurated a combined newspaper 
advertising and drug store point- 
of-sale campaign, offering con- 
sumers a 50¢ refund for trying its 
49¢-size package of Saraka laxa- 
tive. 

Slightly more than 100 newsna- 
pers in major markets will carry 
1,500-line advertisements which 
tie in with an article, “Treat Your 
Colon Kindly,” appearing in the 
October Reader’s Digest. Abbott, 
Kimball Co. is the agency. 


FISHING 


24,071 powered fishing boats in the South, 
offering 119% greater buying power. 


BOATS 


Promotional material has been 
distributed to 30,000 drug stores. 
The opening advertisement offers 
50¢ in cash to purchasers of Saraka 
who send a box top to the com- 
pany. The campaign is expected to 
run into December. 


Shoemaker Leaves Gypsum 


Paul B. Shoemaker, who has 
been sales manager of United 
States Gypsum Co., Chicago, for 
the past five years and with the 
company for 22 years, has resigned 
to join Georgia-Pacific Plywood 
& Lumber Co., Augusta, Ga., as 
vice-president and director of sales. 
William L. Keady, president of 
U. S. Gypsum, also is leaving the 
company, it was announced re- 
cently. He will be replaced by 
Sewell L. Avery, chairman, who is 
resuming active management. 


Booth Rejoins Biow 


W. P. Booth, formerly with Ted 
Bates & Co., has rejoined Biow 
Co., New York. He will resume 
responsibilities as an account exec- 
utive’ on the Procter & Gamble 
account. 
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The Eye and Ear Dept. 


Recently one of the much-maligned v.p.s of radio spoke out | 
against the mechanical palaver of most announcers—thus re- 
deeming, as far as this Department is concerned, all the sins of all 
the radio v.p.s ever since the 
birth of the medium. 

Unfortunately, nothing much 
seems to have happened since. 
It is amazing, to this Depart- 
ment, that clients—who think 
nothing of sticking their fin- 
gers into radio programs at the 
drop of a page of manuscript 
—have for so many years 
condoned the artificial man- 
ner in which their commer- 
cials have been both written 
and read. 

They are usually extremely 
insistent that their salesmen 
speak the language of the 
dealers they call upon with 
Mug Richardson, his girl Friday, gets their wares. And these deal- 
a Spray-A-Wave treatment from thet ers are fairly representative of 

fellow Godfrey. the folks who listen to com- 
mercials over the air. 

It is in their power, rather than in the hands of radio v.p.s, to 
change this really deplorable situation. All announcers needn’t 
sound like Arthur Godfrey—but even if they did, it would be a 
pleasant change from having them all sound like second cousins 
to Howard Claney. 

After all, radio comes into the home--and brings an announcer 
with it. He isn’t there bodily, but he is in voice. You wouldn’t 
talk over the phone the way an announcer talks over the radio 
—especially if you wanted to make a sale. 

Seems to this Department it is high time advertisers were 
paying a little more attention to their radio commercials— 
especially with sales a little tougher to consummate than hereto- 
fore. 


Tmo ROH ee 


Pp 


Zippy Liquid to Factor 


Ted H. Factor Agency, Los 
Angeles, has been appointed by 
Zippy Liquid Products, manufac- 
turer of Zippy liquid starch, to 
handle the advertising for the 11 
western states. Spot radio, news- 
papers and car cards will be used. 


Names Palm & Patterson 


Palm & Patterson, Cleveland, has 
been named by Swartwout Co. to 
direct the advertising and sales 
promotion of its power plant 
equipment division. 


Hudson Appoints Hadley 


C. A. J. Hadley has been ap- 
pointed domestic sales manager of 
the Hudson Motor Car Co., De- 
troit. He succeeds Norman K. Van- 
Derzee, who was recently pro- 
moted to vice-president in charge 
of sales. 


Y&R Transfers McManus 


James R. McManus has been 
transferred from the New York 
office of Young & Rubicam to the 
agency’s San Francisco office as 


space buyer. 


We can’t distribute your avoirdupois over your frame, but we can help 
distribute your product and build up your sales. In the sound and 
growing market of the Central South there are thousands of 
merchants with millions of loyal customers, who move merchandise 
‘when WSM supplies the buying impulse. 


This great area is a good cross-section of the USA—farms, towns, cities. 
And it becomes richer and more potent as a market every year. 


You can work it economically via WSM, where a 
staff of 200 is ready to produce network-quality 
shows, and to help point up your commercials 
for this exceptionally responsive audience. 
WSM delivers a package of power 

(50,000 watts, clear channel), audience 

(many millions), confidence (23 years in the 
building), trade cooperation (they know WSM 
moves goods), and network-quality 

shows (we've built many shows for the 

network for many years). 


Perhaps this is the answer to keeping your 
business on the road to the volume you 
want. Worth looking into, anyhow. 


HARRY STONE, General Manager 
IRVING WAUGH, Com. Menager 
EDWARD PETRY & CO., Nat'l Rep. 


$0,000 WATTS + CLEAR CHANNEL + 650 KILOCYCLES + NBC AFFILIATE 


OF 


PASADENA 


~ NEWSpaper 
READERS 


THE STAR NEWS is a family 
paper... 93% home-deliv- 
ered .. . the largest paid cir- 


culation paper of the San 
Gabriel Valley. 


The only full-sized daily NEWSpaper with com- 
plete local coverage . . . plus daily news coverage 
of the twelve adjoining surrounding cities of the 
San Gabriel Valley. 


Represented Nationally by CRESMER & WOODWARD, Inc. 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGE! £5 
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~)§) Aid Fair Trade, 
‘} Sen. Humphrey 


elected vice-chairman of the joint 
committee. 

Mr. Solon succeeds Don Belding, 
chairman of the executive com- 
mittee, Foote, Cone & Belding, Los 
Angeles. Mr. Belding is now presi- 
dent of Freedoms Foundation Inc. 


TV Stations, Nets 
Must Boost Rates, 
Thornburgh Insists 


PHILADELPHIA—AI] television sta- 
tions and networks are suffering 
from rates that are too low, Don- 
ald W. Thornburgh, president of 
WCAU Inc., declared here, adding 
that: “Rates will have to be in- 
creased in short order, and hey 
will have to keep pace with the 
sales of TV sets.” 

Mr. Thornburgh, who came to 
Philadelphia recently from the 
West Coast, predicted that within 
a year television will reach a 
break-even point, “at least.” 

“I am much more optimistic 


en point of tele- 
was six months 
has come up in- 
n we all thought 


nce 


at after Oct. 1, 
have only four 
ks available be- 


tween 6 and 10 p.m., an indica- 
tion of how popular television has 
become. 


Power Companies Sponsor 
Security Selling Film 

General Public Utilities Corp., 
New York, and Rochester Gas & 
Electric Corp., Rochester, have 
completed a new sound, color 
16mm motion picture for the pur- 
pose of selling securities in the 
latter company. 

The movie, “Progress and Power 
in Rochester and the Genesee Val- 
ley,” was produced by Bruce Al- 
don Associates, Rochester, under 
sponsorship of the two utilities and 
investment houses which the com- 
panies have retained as investment 


dealer managers. 
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(Cont. from pg. 53) 
What's the Goal for Your 
Industrial D. M.? Asks Mannion 


“First define sales objective; 
then expenditures for mail promo- 
tion may be confidently planned,” 
advises J.B. 
Mannion of Aus- 
tenal Laborato- 
ries. His section 
of the new NRB 
Direct Mail Man- 
ual explains pro- 
cedures, and tells 
how to plan in- 
dustrial copy. He 
covers costs, case 
histories, budget- 
ing and evaluat- 
ing results. 
(Cont., See Ingalls Photo, Pg. 61) 


[Advertisement ] 


J. B. Mannion 


EASY CHART 
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Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


> at oe i ae 


Chance of a lifetime!... 


a year family rates a charge account and a lot of respect in any 


the phrase lightly! Consider. . . 


. Yet a million Successrut Farmine subscribers in the 15 


t T ll D . ts As vice-chairman, Mr. Flower 
- e S$ Ir uggis succeeds H. M. Shackelford, vice- 
v1 president in charge of sales pro- 
e New Yorx—Sen. Hubert H.| motion and advertising, Johns- 

Humphrey (D., Minn.), speaking| Manville Corp., New York. 
h Lefore the National Association of 
me Retail Druggists here, urged “re-| WHIO-TV, Dayton, Joins ABC 
3 organization of the Department of Station WHIO-TV. Da 

' -IV, yton, O., 
. Commerce so that the Secretary has been signed as an affiliate 

of Commerce would be a battling, by the American Broadcasting 
e forceful advocate of the small|(Co.’s television network. The sta- 
it business man.” tion, operating fulltime on Channel 
s Small business, Senator Hum-|13, is owned by Miami Valley 
si phrey said, should be the particu- Broadcasting Corp. 
- SOD COTrD 0 . Dens men ’ 
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of fair trade is one Of emerge 
ap- and crisis.” 
er of After reviewing the history of 
De- § fair trade to show that the prin- 
Van- Ff ciple of the law “has demonstrated 
a over the years of our depression, 

war and postwar periods, that it 

serves a useful social and eco- 

nomic purpose in the public in- 
in terest,” Senator Humphrey de- 
York clared that opposition to the fair 
> the § trade laws “comes only from the 
e as | confirmed price-cutter or the 

chronic crackpot.” 
—— Humphrey asserted it is not true 

that consumers are penalized n- 

der fair trade. But he declared it 

is wrong that fair trade gives the 

manufacturer uncontrolled oppor- 

tunity to fix the price at which 

the distributor sells to the con- 

sumer. 

» “Fair trade, however, gives the 

manufacturer the right to protect : 

the property value of his trade- Don’t think we use 

mark, if he chooses, by establishing 

the minimum resale price of the 

product,” he pointed out. 

“The maintenance of the resale store.. 

price of commodities that are in| 

=1 open competition neither is novel Heart states alone. . 


nor is it confined to fair trade laws. 
I often wonder what would hap- 
pen if news dealers were to cut 
the price of the very newspapers 


mily ahd magazines which editorially 
eliv- § lave opposed fair trade. 

cir- “Fair trade, which protects 
San trademark owners, distributors and 


the public against injurious and 
uneconomic practices, should have 
the support of every American 
citizen who believes in free enter- 
prise.” 


Solon Elected Head 
of Joint Committee 


New YorkK—Faustin J. Solon, 
vice-president of Owens-Illinois 
Glass Co., last week was elected 
chairman of the Joint Committee 
cn Improvement of Public Under- 
sanding of Our Economic System, 
sxonsored by the Association of 
h ational Advertisers and the Am- 
ecican Association of Advertising 
é gencies. 

Henry C. Flower Jr., vice-presi- 
dent and director of J. Walter 


IGE! £5 


Thompson Co., New York, was 


gross income—almost $4,000 above the US farm average! . . 
farmers have had nine years of high productivity, prices, incomes 
.--couldn’t spend during the War years, paid off their debts and 
saved billions, spent billions since the War improving their businesses. 
Now the farm home and farm living is headed for new highs—in 
housing, furnishings, decoration, comforts and conveniences! These 


million high-income SF farmer subscribers represent a larger 


. averaged in ’47 and ’48 around $10,000 in 


quality market than the whole country before the war! 


For you, too!.. 


families need, now is the time to tell them. . 
FARMING is where to tell them! .. 
duplicates or substitutes for SF, merely touches the market... 


and only SuccessruL FARMING delivers the best of the national 


farm buying power. . 
today from any SF offic 


. If you have anything these top-income farm 


. Get the facts about the farm home market 
. Des Moines, New York, Chicago, 
Detroit, Cleveland, Atlanta, San Francisco, Los Angeles. 


c.. 


One $10,000 


.and SUCCESSFUL 


. No list of general media 


cold room... 


™ 


Cherry and chintz add warmth to a 


Private door mats for rubbers and 


. These 


galoshes fit any size boots, don’t 
leave pool on floor... 


Roll-around tables, trays and kitchen 
cabinets lighten housework... 


Young look for old house from skillful 
remodelling and redecorating... 


Sizzling supper of ranch-style kabobs 
grilled on back yard barbecue... 


Dieffenbachias are dramatic plants 


for home decoration... 


These are just a few items and features 
from the October issue of SuccessFuL 
FARMING ... representative of the 
informative ideas in any issue, which 
make SF indispensable as a source 
book for better living.. 


.as well as an 


authoritative guide and manual for 
the big business of farming 


among the nation’s 


best farmers. 
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Pillsbury Names Vladimir 


Pillsbury Mills, Minneapolis, has 
appointed Irwin Vladimir & Co., 
New York, to handle its export ad- 
vertising. A campaign featuring 
Pillsbury flour and specialty gro- 
cery items will be launched shortly 
in a number of overseas markets. 
McCann-Erickson formerly han- 
dled the account. 


Y&R Promotes Coulter 


Frank Coulter Jr., formerly as- 
sistant manager of the radio me- 
dia department of Young & Rubi- 
cam, New York, has been promoted 
to manager, succeeding Carlos A. 
Franco, who resigned after ten 
years. Mr. Coulter has been with 
Y&R since 1940. 


Customers Offered 
50¢ Laxative Refund 


BLoomrie.tp, N. J.—The Union 
Pharmaceutical Co. last week in- 
augurated a combined newspaper 
advertising and drug store point- 
of-sale campaign, offering con- 
sumers a 50¢ refund for trying its 
49¢-size package of Saraka laxa- 
tive. 

Slightly more than 100 newsna- 
pers in major markets will carry 
1,500-line advertisements which 
tie in with an article, “Treat Your 
Colon Kindly,” appearing in the 
October Reader’s Digest. Abbott, 
Kimball Co. is the agency. 


FISHING 


24,07! powered fishing boats in the South, 
offering 119% greater buying power. 


BOATS 


Promotional material has been 
distributed to 30,000 drug stores. 
The opening advertisement offers 
50¢ in cash to purchasers of Saraka 
who send a box top to the com- 
pany. The campaign is expected to 
run into December. 


Shoemaker Leaves Gypsum 


Paul B. Shoemaker, who has 
been sales manager of United 
States Gypsum Co., Chicago, for 
the past five years and with the 
company for 22 years, has resigned 
to join Georgia-Pacific Plywood 
& Lumber Co., Augusta, Ga., as 
vice-president and director of sales. 
William L. Keady, president of 
U. S. Gypsum, also is leaving the 
company, it was announced re- 
cently. He will be replaced by 
Sewell L. Avery, chairman, who is 
resuming active 


Booth Rejoins 


W. P. Booth, 
Bates & Co., h 
Co., New York 
responsibilities ¢ 
utixve on the FP 
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The Eye and Ear Dept. 


against the mechanical palaver 


account. 2 
| PS LN BSS REPLY. GAR Bedin 


LE ?” 


We can’t distribute your avoirdupois over your frame, but we can help 
distribute your product and build up your sales. In the sound and 
growing market of the Central South there are thousands of 
merchants with millions of loyal customers, who move merchandise 
‘when WSM supplies the buying impulse. 


50,000 WATTS + 


CLEAR CHANNEL + 


This great area is a good cross-section of the USA—farms, towns, cities. 
And it becomes richer and more potent as a market every year. 


You can work it economically via WSM, where a 
staff of 200 is ready to produce network-quality 
shows, and to help point up your commercials 
for this exceptionally responsive audience. 
WSM delivers a package of power 

(50,000 watts, clear channel), audience 

(many millions), confidence (23 years in the 


HARRY STONE, General Manager 
IRVING WAUGH, Com. Manager 
EDWARD PETRY & CO., Nat'l Rep. 


650 KILOCYCLES « 


building), trade cooperation (they know WSM 
moves goods), and network-quality 

shows (we've built many shows for the 
network for many years). 


Perhaps this is the answer to keeping your 
business on the road to the volume you 
want. Worth looking into, anyhow. 


NBC AFFILIATE 


Recently one of the much-maligned v.p.s of radio spoke out 


deeming, as far as this Department is concerned, all the sins of all 


of most announcers—thus re- 


the radio v.p.s ever since the 
birth of the medium. 
Unfortunately, nothing much 
seems to have happened since. 
It is amazing, to this Depart- 
ment, that clients—who think 
nothing of sticking their fin- 
gers into radio programs at the 
drop of a page of manuscript 
—have for so many years 
condoned the artificial man- 


ner in which their commer- 


fens iy «aga 


i 


Riise cog) 


ina lll ARMM 


Ted H. Factor Agency, Los 
Angeles, has been appointed by 
Zippy Liquid Products, manufac- 
turer of Zippy liquid starch, to 
handle the advertising for the 11 
western states. Spot radio, news- 
papers and car cards will be used. 


Names Palm & Patterson 


Palm & Patterson, Cleveland, has 
been named by Swartwout Co. to 
direct the advertising and sales 
promotion of its power plant 
equipment division. 


: Fecosvery Mdlaiied Inthe Uitte Baan Galhs —— 


' Adverhsing Age: ~~" 
& 100 ZAST OMIO Srazer 


MO 11 ALEINOKS 


C. A. J. Hadley has been ap- 
pointed domestic sales manager of 
the Hudson Motor Car Co., De- 
troit. He succeeds Norman K. Van- 
Derzee, who was recently pro- 
moted to vice-president in charge 
of sales. 


Y&R Transfers McManus 


James R. McManus has been 
transferred from the New York 
office of Young & Rubicam to the 
agency’s San Francisco office as 
space buyer. 


OF 


PASADENA 


~ NEWSpaper 


READERS 


THE STAR NEWS is a family 
paper. . . 93% home-deliv- 
ered .. . the largest paid cir- 


culation paper of the San 
Gabriel Valley. 


The only full-sized daily NEWSpaper with com- 


plete local coverage .. . 
of the twelve adjoining 
San Gabriel Valley. 
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Represented Nationally by C 


NEW YORK CHICAGO DETROIT 


plus daily news coverage 
surrounding cities of the 


PASADENA 


STAR-NEW 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


RESMER & WOODWARD, Inc. 
SAN FRANCISCO LOS ANGEI 5 
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Aid Fair Trade, 
Sen. Humphrey 
Tells Druggists 


New YorkK—Sen. Hubert H. 
Humphrey (D., Minn.), speaking 
before the National Association of 
Retail Druggists here, urged “re- 
crganization of the Department of 
Commerce so that the Secretary 
of Commerce would be a battling, 
forceful advocate of the small 
business man.” 

Small business, Senator Hum- 
phrey said, should be the particu- 
lar concern of the Department of 
Commerce. “I know,” he said, “that 
the department is making serious 
efforts to be such an advocate, 
but what we need is a dramatiza- 
tion of the dangers that affect the 
chances of children of the next 
generation to go into business. 

“The grocer in Minneapolis has 
little in common, he feels, with the 
little grocer in New York City, and 
the druggist in St. Paul feels little 
kinship with the druggist in Buf- 
falo. 

“It is, therefore, all the more im- 
portant that these business men, 
operating through brains rather 
than power, have a spokesman 
and advocate in Washington, in 
the Cabinet, not only in their be- 
half but in behalf also of consum- 
ers.” 


s Emphasizing the importance of 
fair trade, Senator Humphrey de- 
clared that “the immediate future 
of fair trade is one of emergency 
and crisis.” 

After reviewing the history of 
fair trade to show that the prin- 
ciple of the law “has demonstrated 
over the years of our depression, 
war and postwar periods, that it 
serves a useful social and eco- 
nomic purpose in the public in- 
terest,” Senator Humphrey de- 
clared that opposition to the fair 
trade laws “comes only from the 
confirmed price-cutter or the 
chronic crackpot.” 

Humphrey asserted it is not true 
that consumers are penalized 'n- 
der fair trade. But he declared it 
is wrong that fair trade gives the 
manufacturer uncontrolled oppor- 
tunity to fix the price at which 
the distributor sells to the con- 
sumer. 


a “Fair trade, however, gives the 
manufacturer the right to protect 
the property value of his trade- 
mark, if he chooses, by establishing 
the minimum resale price of the 
product,” he pointed out. 

“The maintenance of the resale 


price of commodities that are in} 


open competition neither is novel 
nor is it confined to fair trade laws. 
1 often wonder what would hap- 
pen if news dealers were to cut 
the price of the very newspapers 
ahd magazines which editorially 
have opposed fair trade. 

“Fair trade, which protects 
trademark owners, distributors and 
the public against injurious and 
uneconomic practices, should have 
the support of every American 
citizen who believes in free enter- 
prise.” 


Solon Elected Head 
of Joint Committee 


New YorKk—Faustin J. Solon, 


vice-president of Owens-Illinois | 


Glass Co., last week was elected 
chairman of the Joint Committee 
cn Improvement of Public Under- 
s anding of Our Economic System, 
syonsored by the Association of 
National Advertisers and the Am- 
erican Association of Advertising 
é gencies. 

Henry C. Flower Jr., vice-presi- 
dent and director of J. Walter 
Thompson Co., New York, was 


elected vice-chairman of the joint 
committee. 

Mr. Solon succeeds Don Belding, 
chairman of the executive com- 
mittee, Foote, Cone & Belding, Los 
Angeles. Mr. Belding is now presi- 
dent of Freedoms Foundation Inc. 

As vice-chairman, Mr. Flower 
succeeds H. M. Shackelford, vice- 
president in charge of sales pro- 
motion and advertising, Johns- 
Manville Corp., New York. 


WHIO-TV, Dayton, Joins ABC 


Station WHIO-TV, Dayton, O., 
has been signed as an affiliate 
by the American Broadcasting 
Co.’s television network. The sta- 
tion, operating fulltime on Channel 
13, is owned by Miami Valley 
Broadcasting Corp. 


WCAU Appoints Two 


Robert Ives, formerly with Sind- 
linger Radio Survey Co., has joined 
the promotion department of 
WCAU, Philadelphia. Edward L. 
McMahon has been appointed an 
assistant in the program depart- 
ment of WCAU-TV. 


TV Stations, Nets 
Must Boost Rates, 
Thornburgh Insists 


PHILADELPHIA—AI] television sta- 
tions and networks are suffering 
from rates that are too low, Don- 
ald W. Thornburgh, president of 
WCALU Inc., declared here, adding 
that: “Rates will have to be in- 
creased in short order, and hey 
will have to keep pace with the 
sales of TV sets.” 

Mr. Thornburgh, who came to 
Philadelphia recently from the 
West Coast, predicted that within 
a year television will reach a 
break-even point, “at least.” 

“IT am much more optimistic 
about the break-even point of tele- 
vision now than I was six months 
ago,” he said. “It has come up in- 
finitely faster than we all thought 
it would.” 

He reported that after Oct. 1, 
WCAU-TV will have only four 
open station breaks available be- 


tween 6 and 10 p.m., an indica- 
tion of how popular television has 
become. 


Power Companies Sponsor 
Security Selling Film 

General Public Utilities Corp., 
New York, and Rochester Gas & 
Electric Corp., Rochester, have 
completed a new sound, color 
16mm motion picture for the pur- 
pose of selling securities in the 
latter company. 

The movie, “Progress and Power 
in Rochester and the Genesee Val- 
ley,” was produced by Bruce Al- 
con Associates, Rochester, under 
sponsorship of the two utilities and 
investment houses which the com- 

anies have retained as investment 
dealer managers. 
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(Cont. from pg. 53) 
What's the Goal for Your 
Industrial D. M.? Asks Mannion 


“First define sales objective; 
then expenditures for mail promo- 
tion may be confidently planned,” 
advises J.B. 
Mannion of Aus- 
tenal Laborato- 
ries. His section 
of the new NRB 
Direct Mail Man- 
ual explains pro- 
cedures, and tells 
how to plan in- 
dustrial copy. He 
covers costs, case 
histories, budget- 
ing and evaluat- 


J. B. Mannion ing results. 
(Cont., See Ingalls Photo, Pg. 61) 
[ Advertisement ] 


EASY CHART 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1060 and over .06c) 


Se 


Chance of a lifetime! 7 


Don’t think we use the phrase lightly! Consider . .. One $10,000 
a year family rates a charge account and a lot of respect in any 
store... Yet a million SuccessruL FarMinG subscribers in the 15 
Heart states alone... averaged in ’47 and ’48 around $10,000 in 
gross income—almost $4,000 above the US farm average! ... These 
farmers have had nine years of high productivity, prices, incomes 
.--couldn’t spend during the War years, paid off their debts and 
saved billions, spent billions since the War improving their businesses. 
Now the farm home and farm living is headed for new highs—in 
housing, furnishings, decoration, comforts and conveniences! These 


million high-income SF farmer subscribers represent a larger 


quality market than the whole country before the war! 


families need, now is the time to tell them... and SuccessFuL 
FARMING is where to tell them!... No list of general media 

duplicates or substitutes for SF, merely touches the market... 

and only SuccessruL FarminG delivers the best of the national 

farm buying power... Get the facts about the farm home market 
today from any SF office... Des Moines, New York, Chicago, 

Detroit, Cleveland, Atlanta, San Francisco, Los Angeles, . 


cold room... 


Cherry and chintz add warmth to a 


Private door mats for rubbers and 


galoshes fit any size boots, don’t 
leave pool on floor... 


Roll-around tables, trays and kitchen 
cabinets lighten housework... 


Young look for old house from skillful 
remodelling and redecorating . . . 


Sizzling supper of ranch-style kabobs 
grilled on back yard barbecue... 


Dieffenbachias are dramatic plants 


for home decoration... 


These are just a few items and features 
from the October issue of SuccEessFuL 
FARMING ... representative of the 
informative ideas in any issue, which 
make SF indispensable as a source 


book for better living...as well as an 
authoritative guide and manual for 
the big business of farming 


For you, too}... If you have anything these top-income farm Pome 


among the nation’s 
best farmers. 
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No. 3399. The American Home 
Reader-Consumer Panel. 


This brochure, published by The 
American Home, contains Reports 
No. 21 and No. 22, summaries of 
replies to questionnaires sent to 
members of the magazine’s Reader- 
Consumer Panel. Under major 
purchases, automobiles lead the 
list and television sets are second 
in which panel families are cur- 
rently most interested. The reports 
cover a long list of products and 
show ownership, use and plans to 
buy. 


No. 3400. The College Market. 

W. B. Bradbury Co., college 
magazine representative, has is- 
sued this study of the college mar- 
ket, showing what the college stu- 
dent buys and wears, how much 
money he spends, etc. 


No. 3401. Here’s a Real Break for 

Advertisers. 

The scope of the non-scholastic 
' sports and recreation market, in- 
cluding industrial, municipal, 
YMCA, military, and other mass 
sports and recreation activities, is 
described in this folder, issued by 
Industrial Sports Journal. Included 
are a list of advertisers with their 
products and agencies; circulation 
and readership breakdowns; facts 
about the editorial setup, and rate 
information. 


No. 3360. Good Housekeeping 
Means Good Merchandising. 
Merchandising and point-of-sale 
display aids available to Good 
Housekeeping advertisers are de- 
scribed and illustrated in color in 
this brochure published by the 
magazine. Letterheads, postcards, 
reprints, easel displays, newspaper 


Note: Inquiries for items listed above 


mats, Good Housekeeping guaranty 
seals and many other items are 
tabbed for quick reference, and 
an inside back-cover pocket carries 
a price list and order blanks. 


No. 3375. Survey of Dealers’ Sell- 
ing Practices. 

American Lumberman & Build- 
ing Products Merchandiser has 
published the results of a survey 
of dealers’ selling practices in the 
light construction industry. Along 
with answers to many questions on 
operating methods, the folder re- 
ports on per cent of retail sales 
spent for advertising; ways adver- 
tising budgets are worked out; 
advertising media used; use of 
manufacturers’ ad mats and other 
subjects. 


No. 3390. Kentuckiana—lIts Poten- 
tialities. 

Supplementing the Standard 
Market Data folder, published by 
the Louisville Courier-Journal and 
Times, is this detailed study 
of the market. It includes an in- 
dex of Louisville business, 1939- 
1948; statistical data by counties; 
a four-color map indicating rental 
values; a map of the 71-county 
Kentuckiana market, and a county 
analysis of the newspapers’ cir- 
culation. 


No. 3386. PEORIArea Facts and 
Figures. 

The Peoria Journal Star has 
issued this new report on the 13- 
county Illinois trading area com- 
prising the newspaper’s market. 
Along with a circulation report, 
showing circulation, number of 
homes and per cent of coverage, 
is a wealth of facts about popu- 
lation, families, auto registrations, 
buying income and so on. 


will not be serviced beyond Nov. 14. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Ill. 


ADDRESS 
| CITY & ZONE 
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Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


epply 


2 HELP WANTED 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR-2-0115 Chicago 
Wanted: Director of Information for Na- 
tional health and welfare organization. To 
provide leadership and supervision to pro- 
gram of ovublic relations and informa- 
tion. Shou.d have knowledge of all me- 
dia for public contact including news- 
papers, magazines, radio, and motion pic- 
tures. Established reputation and extensive 
experience in public relations required. 
Box 2692, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. ‘ 
Steno or typist, expert in ad markup. Al- 
so typists needed in other departments. 
Judy Pub’g Co., 3323 S. Michigan Ave., 
Chicago, Ill. 
Wanted: Director of Fund Raising for Na- 
tional health and welfare organization. 
Educational background and experience in 
business administration, community or- 
ganization and public relations desired. 
Experience in development of promo- 
tional materials and in use of fund rais- 
ing media necessary. Must be accomplished 
public speaker. Outstanding leadership 
ability. essential. 
* Box 2693, ADVERTISING AGE 
_ 100 E. Ohio St., Chicago 11, Tl. 
COPYWRITER-ADVERTISING MGR. 
Industrial Experience $6,000 
George Williams Co.-Personnel 
209 S. State St. HA-7-2063 Chicago 
Advertising space salesman for established 
medical journal. State age, previous ex- 
perience, compensation expected and 
when free to accept position. Compensa- 
tion on salary-quota-commission basis. 
Members of our staff know of this ad- 
vertisement. Applications will be held 
in strict confidence. 
Box 2664, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
WANTED PRODUCTION MAN 
Must have experience in layout and copy, 
no printing but strong on detail. Good 
opportunity for right man. Position open 
in the South by leading paper publishing 
house. Write or wire: 
Box 2679, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Tl. 
Production make-up woman for estab- 
lished medical journal thoroughly con- 
versant with contacts with printers and 
also acquainted with clerical work in 
handling prospect files and live accounts 
to assist business manager in supervision 
of salesmen. 
Box 2663, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ADVERTISING AGENCY wants young 
man to assist senior account representa- 
tive. Reply by letter giving age, educa- 
tion, advertising experience, salary re- 
quirements. 
Box 2695, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Are you good in design, lettering, crisp 
layouts? Would you like to live in Flor- 
ida? Permanent position under ideal 
working conditions. Give personal history, 
experience and expected salary in first 
letter. All replies confidential. P. O. Box 
2303, Jacksonville, Florida. 


Agey Copywriter-Food Exp. $8000 
Radio Commercials-pkg. gds. 3900 
AVENUE EMPLOYMENT 
Advertising . Publishing . Art 
55 E. Washington, Chicago AN-3-1490 


—_ POSITIONS WANTED 
TRAINED COPY TESTING WOMAN 
$6,000 PER YEAR 
Over 6% years large agency. Plan, direct 
Keyed Tests, door-to-door Juries, Inter- 
pret Starch. Speak publicly and can write 
other’s talks. Phi Beta Kappa. Will go to 
any city for a job with future op- 

portunity for a woman. . 

Box 2694, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
Copywriter - Agency and mail-order copy 
experience in farm and industrial equip- 
ment; all hard lines. Can take full charge 
of catalogs, manuals, etc. Apartment 
511, 6146 Kenwood, Chicago 37, Ill. 

VERSATILE ART DIRECTOR 

Richly experienced. Seeks position with 
publication or industrial firm. Copy abil- 
ity an added attraction. Chicago. 

Box 2696, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
ART DIRECTOR thoroughly ex- 
perienced in advertising production. High- 
level technical ability to create and mold 


ideas into hard-working, finished cam- 
paigns. Well-versed in small manufac- 
turers’ sales problems. Will consider 


change on long-range opportunity basis. 

Box 2697, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Secretary-ass’t. 7 years exp. with agcy 
principals. Excep. refs. Chgo area. 

Box 2701, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
RADIO AND TELEVISION 

Young man. Experience with top billing 
agency in Time Buying, Radio Produc- 
tion, Radio Research. Best at creative 
programming. College. 

Box 2698, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
Sincere, ambitious young married man 
with excellent experience in sales promo- 
tion, publicity and merchandising with 
world’s leading soft drink desires con- 
tact and/or copy position with agency, 
publication or ad dept. Also excellent 
appliance exp. Phone KE-9-8920 (Chgo) or 

Box 2699, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Administrative asst., house organ editor, 
filing expert, but doesn’t look it; has 
initiative, courage, honesty & imagina- 
tion; desires human, up-to-date boss. 

Box 2702, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
BAR AND COUNTRY CLUB SELLING 
HAS ITS PLACE 
but it must be backed up with an honest 
day’s work to support this family of mine. 
Backgrouhd of agency copy, production, 
and research; publishing experience; and 
successful space sales. College grad, 34. 
Available for sales or contact work. Need 
$7500 to start. Will locate anywhere ex- 
cept the British Isles. 

Box 2703, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

PROBLEM PRODUCTS WANTED 
Heavy durable goods - publicity, market- 
ing, PR, advertising. Exper. woman with 
eye for increasing profits. NY or Chicago. 
State products, salary or fees offered. Im- 
mediate reply. 

Box 2704, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

REPRESENTATIVES WANTED 
HIGHLY PROFITABLE SIDELINE for 
sales representative now selling litho- 
graphy, printing or advertising. Earn 
$50 to $150 extra each week. Non-compet- 
itive, non-conflicting repeat line need- 
ed by all manufacturers, distributors and 
sales organizations. Exclusive  territor- 
ies. Commissions guaranteed on all or- 
iginal and repeat business. Write for full 
details and furnish information regard- 
ing yourself, lines carried, type of clien- 
tele and territory covered. 

Box 2657, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


John Andrews 1504 Dodge Omaha, Nebr. 
IN UNITY THERE IS STRENGTH 
Owner of “one-man” accredited agency 
desires to expand by: 1.) Combining with 
small, progressive agency as A.E. 2.) 
Hiring a productive A.E. preferably sin- 
gle or with established business and is 
willing to hold down expenses at first. 
3.) Borrowing expansion capital from one 
who will take active or inactive interest 
in business. If you fit one of above— 
Box 2700, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BILLY B. VAN 


Humorist, Yankee Red Flannel Philos- 
opher. Sales Meetings, Pep Talks. 
Rates on request. 


Billy B. Van, Newport, New Hampshire 


TRADE OR CONSUMER 
MEDIA PUBLISHERS: 


Unless you have more business than you 
want from the eleven western states we 
have an organization and space selling 
record which will interest you. Commis- 
sion only — correspondence confidential. 
Box 7467, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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More People Believe 
Advertising Raises ° 
Cost, Study Shows 


New YorK—More people today 
believe that advertising increases 
prices than thought so eight years 
ago, according to a recent survey 
made by the Psychological Corp. 
At present, 39% of those ques- 
tioned think that advertising makes 
things cost more in the long run 
while 30% think that advertising 
lowers costs. 

In the recent survey, 5,000 men 
and women were questioned by 434 
interviewers under the direction 
of 94 psychologists cooperating 
with the Psychological Corp. The 
interviews were made in 127 cities 
and towns from coast to coast. 

Of special interest, the report 
states, is the fact that “the well- 
to-do, usually the more highly edu- 
cated, seem to have less faith in 
the economies of advertising than 
do the lower and less educated 
groups.” This is shown by the fol- 
lowing data: 

Of those who thought advertis- 
ing raised prices, 44% were own- 
ers and managers; 40% were white 
collar workers; 40% were skilled 
workers; and 34% unskilled work- 
ers. 

Results of the present and three 
earlier surveys, as tabulated by 
the Psychological Corp. are as fol- 


lows: 
Advertising makes Aug. Nov. Nov. Feb. 


things cost: 1949 1946 1944 1941 
% GY % % 
More 39 37 35 37 
Less 30 33 19 29 
Neither 19 13 25 15 
Uncertain 12 17 21 19 


No. interviewed 5,000 5,000 5,000 10,000 


Smith Heads Eastern Area 
for Lincoln-Mercury 
Lincoln-Mercury division of 
Ford Motor Co. has named Peter 
W. Smith as business manage- 
ment manager for the new eastern 
sales region of the division. With 
Ford since 1934, Mr. Smith was 
formerly business management 
manager of the Lincoln-Mercury 
New York sales district. In his 
new capacity he will supervise 
management activities of the five 
sales districts on the East Coast. 


Seidel Joins Dorland Inc. 
Robert Seidel, formerly presi- 
dent of Seidel Advertising Agency, 
New York, has joined Dorland Inc., 
New York, as a vice-president. 


WANTED: GOOD FIRM WITH 
GOOD PRODUCT 


That will offer opportunity to young, energetic, 
sales minded advertising manager, or assist- 
ant with ideas. Savvy and versatility. Eight 
years diversified experience. Salary open. Let's 
talk it over. 
Box 7470, ADVERTISING AGE 
100 E. Ohlo St., Chicago II, Ill. 


WANTED 
PROMOTIONAL DIRECTOR 


Must have advertising sponsor contacts. 
Box 7466, ADVERTISING AGE, 11 E. 47th St., New York 17, N.Y. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


e Ad Manager 
with Agency Experience 
SEEKS JOB 


EXPERIENCE: Four years as Account 
Executive with major agencies. Fif- 
teen years as Sales Promotion Man- 
ager and Advertising Manager for 
national advertisers. 
ABILITY: Thorough background 
knowledge of printing production, 
art, layout, copy, merchandising, 
remium deals and trade show ex- 
ibits. I am a prize-winning camera 
hobbyist, so can take own photos. 
PERSONAL: College, age 38. Pleasing 
personality, adaptable, get along with 


people. I can give orders or take 
them. 
YOUR MOVE: Write box number be- 


low for detailed and documented 
resumé of my experience and refer- 
ences. Or, for faster results, suggest 
early interview. 


Box 7468, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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NEW SLATE—Newly elected officers of the Los Angeles chapter of the American 
Association of Newspaper Representatives are (left to right) Charles E. Fisher, Rey- 
nolds-Fitzgerald, vice-president; Clark Biggs, Moloney, Regan & Schmitt, retiring 
president, who will serve on the national board of AANR; Chester Doyle, George D. 
Close Co., president; and Miles Turpin, Sawyer-Ferguson-Walker, secretary-treasurer. 


California Lever 
Begins Distribution 
of 27¢ Jentle Suds 


PASADENA—Lever Brothers Co. of 
California has begun distribution 
of its Jentle Suds to the trade in 
Southern California, announcing 
the fact with a full-page ad in the 
Southern California Grocers Jour- 
nal. Copy points out the company 
is “not connected with Lever 
Brothers Co. of Cambridge, Mass.” 

Copy stresses that Jentle Suds 
is fair traded at 27¢ per 15- 
ounce package, giving the grocer 
a 22% markup which, according to 
Clarence Lever, president, com- 
pares with an average of 4% of- 
fered by the large soap companies. 
Another innovation is the printing 
of the price on the package. This 
has not been done since the Los 
Angeles Soap Co. tried it some 17 
years ago, said Mr. Lever. 

Taking a poke at prevalent prac- 
tices in soap merchandising, his 
copy says: “We do not believe in 
contests, coupons, box tops, l¢ 
sales, premiums and other similar 
promotions... because they Do 
Not increase your sales or traffic, 
but merely transfer your custom- 
er’s buying from one brand to 
another, thereby reducing your 
dollar volume and total sales.” 


a Endorsement of Mr. Lever’s pol- 
icles was registered by F. A. 
Baughan, president, Retail Food 
Dealers Association of California, 
in a letter sent to 7,000 Southern 
California grocers. The letter de- 
cried the use of “coupons, free 
deals, hot shot and loss leader” 
merchandising and said “we rec- 
ommend that you stock it [Jentle 
Suds], give it the best display 
space you have, and actually push 
and sell it in preference to all 
competing items which do not show 
you the same margin of PRO- 
TECTED RETAIL PROFIT.” 

The company will continue its 
trade paper advertising while dis- 
tribution is being obtained. When 
it has reached 65%, a consumer 
advertising campaign to include 
newspapers, radio spots and tele- 
vision will be launched. 


P&T Launches Consumer Ads 
and Annual Sales Drive 


Park & Tilford, New York, has 
launched a fall campaign for its 
liquors and wines in 200 news- 
papers and 20 magazines, includ- 
ing Collier’s, Cosmopolitan, Es- 
quire, Holiday, Life, Newsweek, 
Tre New Yorker and Time. Storm 
& Klein is the agency. 

The company also is conducting 
its annual A. D. S. (in honor of 
A-thur D. Schulte, president) sales 
hive during this month and next. 
Prizes will be awarded salesmen 
heving the highest above-quota 
Sales gains. 


Rudge Appoints Nichols 

Osgood Nichols has been named 
vice-president of Fred Rudge Inc., 
New York, management consultant 
‘n industrial and community re- 


‘a'ions. 


Appoints Willard Pearson 


Willard M. Pearson has been ap- 
pointed manager of sales of Bond 
Crown & Cork Co., Wilmington, 
Del., a subsidiary of Continental 
Can Co. 


Joins Beaumont & Hohman 


Edwin A. Hamala, formerly ad- 
vertising and sales promotion man- 
ager of Jack & Heintz Precision 
Industries Inc., Cleveland, has 
been named regional account exec- 
utive of Beaumont & Hohman, 
with headquarters in New York. 
He will work with distributors and 
regional sales managers of the 
Whirlpool division of the Nine- 
teen Hundred Corp. in preparing 
ad programs for their dealers. 


Parish Joins Deutsch & Shea 


Chester Parish Associates, New 
York, has become affiliated with 
Deutsch & Shea, New York, and 
John Parish, its president, has 
been named vice-president of 
Deutsch & Shea. He will head the 
agency’s public relations depart- 
ment. 


Gulf Oil Appoints Dermody 


W. E. Dermody, manager of 
specialty sales since 1934, has 
been named advertising manager 
of Gulf Oil Corp., Pittsburgh. He 
succeeds W. R. Huber, who has 
been made genera! manager of re- 
tail marketing. 


Y&R Appoints Eldon Smith 
Eldon “Ed” Smith has been 
named manager of advertising ser- 
vice in the Hollywood office of 
Young & Rubicam. He had been 
acting manager for several months 
following the death of Donald Barr. 
Mr. Smith has been with the agen- 
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COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 
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Not the best because it's 
the oldest ABC Business 
Paper in the Home Furnishings field 

but the OLDEST because it’s the BEST 


FURNITURE AGE 


- PUBLISHED MONTHLY BY THE H.O. RENO COMPANY 
753 N. BROADWAY * CHICAGO 40, ILLINOIS 


The ad sold her on the brand to buy... 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA 


A compelling ad plus Trade Mark Ser- 
vice in the ‘yellow pages’ of telephone 
directories—that’s a perfect team for cre- 


ating and closing sales. 


Here’s how they work together: 


Once your ad has convinced your pros- 
pect to buy, it’s natural for her to look in 
the ‘yellow pages’ of the telephone direc- 
tory for one of your dealers, And that’s 


for you. 


where Trade Mark Service goes to work 


Trade Mark Service displays your trade 


mark or brand name locally over a list of 


your dealers in the ‘yellow pages.’ Hun- 
dreds of leading firms are using Trade 
Mark Service in this way... making it easy 
for prospects to find their local dealers, 
Why not have it work for your firm! 
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Borden Names Bailey 


Raymond T. Bailey, formerly 
publications director of Thermoid 
Co., Trenton, N. J., has been named 
assistant advertising manager of 
the special products division of 
Borden Co., New York. He will 
assist Leonard J. Kraft, divisional 
advertising manager, in handling 
advertising for Borden’s dog food 
and the company’s line of animal 
and poultry feed supplements. 


RES 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 
There's untold wealth at your elbow! 
i 15 million Negroes spend 10 billion 
dollars a year on every type product! 
, _ Reach this big buying public through 

' the Negro press. For information write 
Interstate United Newspapers, Inc., 545 
) Fifth Avenue, N. Y., serving America's 
) leading qeventinnse qver a Soneee. 
is 'e now have facts comp by the 

NOTE: Research Co. of America on brand 
preferences of Negroes from coast to coast. 
| Write now for this free information. 


$2,000,000 Being 
Spent to Promote 
Puerto Rican Rum 


CINCINNATI—Puerto Rico is 
spending about $1,000,000 a year 
in newspapers and magazines to 
promote rum, Maurice W. Fillius, 
secretary of the Rum Importers 
Advisory Committee and counsel 
for both the Puerto Rico Rum In- 
stitute and the National Associa- 
tion of Alcoholic Beverage Im- 
porters, told members of the Na- 
tional Alcoholic Beverage Control 
Association here at their annual 
meeting. 

At Atlantic City, N. J., L M. 
Bomba of Schieffelin & Co., New 
York importer, confirmed Mr. Fil- 
lius’ statement in outlining the 
Puerto Rican rum recovery pro- 
gram before the National Retail 
Liquor Package Stores Association. 

Mr. Fillius pointed out that the 
promotional expenditure is being 
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Vengo READERSHIP 


Here, for the first time, a magazine offers you VERIFIED READERSHIP 
— real proof of use by your prospects. INDUSTRY AND POWER keeps 
a cumulative record of letters and inquiries from individuals in the 35,132 
top-notch plants it reaches. The records typically show many proved 
readers within a plant. Often a single individual will have sent us a dozen 
of more inquiries. 


] VERIFIED READERSHIP permits comparison of your customer 
* of prospect list with individual INDUSTRY AND POWER readers. 
Such a comparison gives you proof that I&P covers your market — and 
that the individuals who specify and buy your equipment are I&P readers. 
When you buy space in 1&P, you know that you are buying space directed 


at your market target. 
¥) Equally important to you is the purpose which VERIFIED 
+ READERSHIP serves for INDUSTRY AND POWER'’s own staff. 
It shows not only where readership is strong, but also where greater 
strength is needed. It serves as a constant reminder that no circulation 
is perfect, that no magazine is always fully read. With these reminders, 
VERIFIED READERSHIP serves as a constant spur toward the achieve- 
ment of perfection. 


If a plant fails to show a good readership pattern, personal contacts are 
made to strengthen it. Usually it is found that readership is lacking only 
because of misdirected in-plant circulation, that INDUSTRY AND 
POWER is not actually reaching the people for whom it is intended. 
At another plant, might be found “I don’t have time to read” individuals. 
Here a little selling of the “Why it pays to read INDUSTRY AND 
POWER” idea almost always gets continuing readership. 
3 But out of these plant contacts comes still another value. Constant 
« calls bring to our editorial offices a steady flow of ideas on articles 
and departments that will make INDUSTRY AND POWER more useful 
to its readers. These suggestions are carefully heeded, closely studied, and 
often acted upon. Thus, INDUSTRY AND POWER remains editorially 
dynamic — and wins more readers. 


VERIFIED READERSHIP is the strongest proof of performance ever 
offered by an industrial magazine. We invite you to compare your cus- 
tomer and prospect lists with our files of verified readers. You will quickly 
see why INDUSTRY AND POWER’s record of return for advertisers 
is unmatched in its field 


MNDUSTRY AND POWE 


ST. JOSEPH, MICHIGAN. 


| Reed by Executives and Engineers in America’s 35,132 Finest industriel Plents 


SIGNS ‘PEOPLES PLATFORM’—Signing for Household Finance Corp.'s sponsorship 
of the CBS public affairs TV program, “The People’s Platform,” starting Oct. 7, are 
(left to right) George J. Arkedis, CBS western television sales manager; Newell 
T. Schwin, advertising director of Household Finance; and James G. Cominos, vice- 
president of LeVally Inc., Chicago, the finance company’s agency. 


made with cooperating name brand 
members of the Rum Importers 
Adyisory Committee spending an 
equal amount in separate cam- 
paigns. 


s “For the first seven months of 
1949, shipments of Puerto Rican 
rum amounted to 600,000 gallons 
in round figures,” he said. “Five 
more months of this year should 
show shipments in sufficient quan- 
tity to more than equal 1939 ship- 
ments.” 

Puerto Rico shipped 919,000 gal- 
lons to the mainland in 1939. 

Mr. Bomba told delegates rep- 
resenting the nation’s 50,000 pack- 
age store outlets that this year’s 
promotion program so far repre- 
sented only a preview of an espec- 
ially intensive campaign now start- 
ing to attract the consumers’ holi- 
day dollars to rum. In addition to 
consumer and trade advertising, 


there will be special holiday gift 
wraps and other point-of-sale pro- 
motion. 


Walsh Appoints Two 


J. Scott Feggans, chief copy- 
writer, has been named director 
of planning and merchandising of 
Walsh Advertising Co., Toronto. 
Basil G. Partridge, for the past 
six years copy chief of McConnell, 
Eastman & Co., has been appointed 
to succeed Mr. Feggans at Walsh. 


Ayer Adds Three to Statt 


Riley Brown and John T. Geery 
Jr. have joined the copy staff of 
N. W. Ayer & Son, Philadelphia. 
Ss. _ Fugita has joined the ert 
staff. 


Four A’s Adds Lewis Agency 
Lewis Advertising Agency, New- 
ark, N. J., has been elected to 
membership in the American As- 
sociation of Advertising Agencies. 
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New Survey Shows 
91.1% of Building 
Dealers Carry Paint 


Cuicaco—Of the 982 lumber and 
building supply dealers who re- 
plied to a recent Building Supply 
News survey, 895 (91.1%) carry 
paint and allied products. 

Of the 87 who said that they did 
not carry paint, 25 indicated that 
they plan to carry paint in the 
near future. 

The survey, latest in a series 
made by the publication, was based 
on a questionnaire sent to a ran- 
dom sample of 4,821 readers of 
Building Supply News. 

Information in the 26-page re- 
port includes number of dealers in 
each size community; type of paint 
carried; size of inventory; type of 
advertising used; percentage of 
sales to home owners, contractors, 
etc., and other data. 

Copies are available from the re- 
search department, Building Sup- 
ply News, 5 S. Wabash Ave., Chi- 
cago 3. 


Geissinger Agency Forms 
Marketing Division 


Manufacturers of items sold 
through food, drug, department 
and hardware stores are being of- 
fered national distribution within 
a maximum of 60 days by the 
newly formed marketing division 
of W. B. Geissinger & Co., Los An- 
geles agency. The division is 
headed by George Gale. 

The agency has set up agree- 
ments with 65 sales representatives 
throughout the country, who will 
handle items passed on to them by 
the marketing division. The agen- 
cy does not participate as a sales 
agency, but makes the initial con- 
tact and thereafter the representa- 
tives deal directly with the man- 
ufacturer. 


THE SOUTH BEND MARKET MUST 
BE COVERED...AND ONLY 


~ WSBT 


WSBT completely covers this market—and what 
a market! Its heart is South Bend and 
Mishawaka, two adjoining cities with a com- 
bined population of 157,000. The tota/ 
population of the South Bend market is over 
half-a-million, while 1948 retail sales 

totaled more than half-a-bi/lion dollars! 


In addition to its complete coverage of the 
South Bend market, WSBT’s primary area 
includes another million people who spent 911 
million dollars in retail purchases last year! 


The South Bend market is one of America’s 
biggest and best. It must be covered! It 


COVERS IT! 


és covered by one station—and only one. 


No other station, Chicago or elsewhere, 


even comes close. 


WSBT duplicates its entire 
schedule on WSBT-FM — at 


no extra cost to advertisers. 


PAUL 


H. RAYMER 


COMPANY @ 


5000 WATTS «= 


960 KC 


NATIONAL 


e css 


REPRESENTATIVE 


pub) 
repe 
he 
vert 

ages 


lepal 
rmple 
is. 4X 
pullir 
ocal 

igh 

dito 
lailie 


a a oo. at 4 ; eg ae i npn se cd Pe eee e's : si = a <i ‘ r e aces seg. ifpex : at : 4 4 J ? : a at ee 
"4 iy ae (ee eh ‘ey in ee Bs vee ie : ae 
pice’ fate aa : ee ae: Re Sa i = ap ae : Pig ee ee aie e, ae ee 7 oe . ws a Ee ieee eo esi ives eicsks ae a pe aeiiliueis et lk: ; ee Se ee ; oe ‘4 = = ; ‘ % z © % ae eae ie ae E age 
aa Bi 7 a ee eee : “eau a ee ) 3 ate 
eT ee 3 So TPR eo SR eee EDR URE A ole ern CRI, ERE RON ay RE De , . 
+ 60 Pn 7} 
pr: : - ws 
ee | | . ian Eo Pe | Fi 
iz e —— 
a call wa ; aks Ee q r 4 $ Yi on he ; oO { 
" Mae a ‘ ot hes 2 ] _ : | 
2 =  & > on 
_ 2 ce ae Sl 
2 ae eS gee wi 4 Mv —”- a) ait 
il ee gh y* Wig ee ate : Soy a = r aoe I 
pip at geal oa sai es ee rea 
eer on | : oe ee Ng ne * ae 
: a | on. en = -. i oa poe i ol! 
— el ns . . ms, ] 
a bee i - — : — Pe eee eee ee ; 
Ss fs oe YO { 
Gi. ane cs % Z , : " eS ee ag hale 
| : ° -— iy y - ; 2 ae es a. Se A hy Dah se haces sie i Sar er er 
valle ss mis ee ee . 
os 4 ie <  ees ee” : oe ae five 
deer | ee Pe a ye a) : : - ye 
By eee ics me i a Abie aie © “f Sie me Pe ache 
z “ - S » i © a / incl 
— es = ae = e 
Bas ro 
ee fror 
ve hes 
i ey Den 
; tai 
lo, | 
: eer oe (ee OR A ee eee ere yes Mor 
— | Fall 
Mor 
NOD =a a F 
- = ; a 
ene. EADERSHIP Ev — 
peasHir FILE C—O 
os by Co ET ae ANT . 9 uto 
: a Monsanto Chemical Co- 8 —— — 0.0: 
aon ; Monsanto, Tilincis Reason SSS ————_ =- 0 
ME ee TYPE OF INQUIRY =5, 9 $0.0) 
ch i a oth coal 
ny INDIVIDUAL =_— “? Ft} en 
ee: oA keuty RL f EERE ran. 
: Brassil Viet Ve, Seti) rs 
, é As  eL. RR YH} DH en 
4 fi Bo bee Linge llons { rH tj | M 
7 agra TM Beit a 
: A owe - A fact Dat bs % CA i ear 
: , WARD ee : " wait atic 
cv. j a Cj 
EAnweh Ton peeling Soh SB ———— . 1} Ico 
oe) =)5 eae PL . e 4 jom 
ear tO eALGh paca colin ih | pres 
' e A, . al as “ eee 
aes W, LOTIMAN Ss en 
en 
ey | Or 
= : nn MAI 
ae ead 
i ae ligh 
: ) ar tet ES OM % 196 x 
‘a ae ; be erti: 
ae ; Be ; . core 
"a ee i a or 
ae pp : Es ey I 
ee : ight 
™ fs 2 "S e In 
ats, oN umn 
oo ae hird 
foe de Se oy ae eee study 
eee ? : a? ertis 
a ; ere 
“4 a 
a aoe ‘ip. on + r a i | 
ne J ae : 
ed ee" OR, ae Bed Coy 
= be ob 
at: Oo lews 
e < % e : rs 2 ie froup 
mi Soke We Sk 8 10 $ 
rast “oe. wee e "4 
bee : ape apt tS" ae 
ae we = ee hats - acy 
peiie > re | 
ure pa swt Alle 
i ee ' 3 5 
, 2 nd ta ee .M 
eee Ee, ge OE ee tp buMc 
- ea mn lat 
i eee Neg Poaceae cnt 
eee ae, reas «Og stra 
Pa a % iy - bit 
rad ae ds 
Se ‘- { re 
‘ = ea i rise 
. eg ucts. 
ae cng : 2" —_—— SO OO  -” I ast 
ae . Ba az § 
| - po . 7 
5 al ? nge 
i ‘= me : ied 
ae ai A | SS Ss tee 
e PE = = etroi 
= ee ee | ee eee CO at 
ef as ren ty, - ri tien Ra . . ' FF - 3 . ‘ ‘ hgheromes wis 6. “ ‘ } 


49 


ivi 


Advertising Age, October 3, 1949 


Five-Year Summary 
of Western Dailies 
Shows Median Costs 


Los ANGELES—Median cost per 
reader in five major classifications 
{ national advertising ranges from 
2 high of 1% cent per woman 


reader of automotive copy to %4 C 


ent per woman reader for medi- 
al copy, Hometown Daily News- 
paoer Publishers points out in a 
five-year summary of its reader- 
ship studies. 

The studies, started in 1945, have 
included each year five typical 
hometown dailies in 11 western 
states. Latest readership figures, 
published in a booklet separate 
from the five-year summary, cover 
hese non-metropolitan dailies: 
Democrat-Herald, Albany, Ore.; 
Star-Journal and Chieftain, Pueb- 
10, Colo.; Evening Outlook, Santa 
Monica, Cal.; Times-News, Twin 
Falls, Ida., and Daily Republic and 
Morning Herald, Yakima, Wash. 


For the five-year period, the 
publishers’ 
reports, median costs per reader in 
he major groups of national ad- 
ertising were: Alcoholic bever- 
ages, men $0.0116, women $0.0158; 
automotive, men $0.0119, women 
$0.0167; grocery products, men 
$0.0108, women $0.0058; medical, 
en $0.0038, women $0.0025; and 
ransportation, men $0.0075, wo- 
en $0.0083. 

Median readership over the five- 

ear span, covering a total of 315 
ational ads, shows this rang2: 
Alcoholic beverages, men 10%, 
omen 9%; automotive, men 29%, 
omen 17%; grocery products, 
en 9%, women 17%; medical, 
en 4%, women 6%; and trans- 
portation, both 12%. 
On the question of left vs. right- 
and pages, the survey found that 
eadership of left-hand pages is 
lightly greater. Of the total of 
96 pages of general news and ad- 
ertising, the median readership 
core of left-hand pages was 72.5% 
or men, 80% for women, while 
ight-hand pages scored 69.5% 
ith men, 78.5% with women. 


In addition to the five-year 
ummary and the 1949 readership 
study, the dailies have issued a 
hird booklet, “How to Use the 
19449 Hometown Readership 
Study,” aimed at both the ad- 
ertising and news and editorial 
tepartments. It discusses, with ex- 
imples from the study, the left 
ys. right-hand page theory; the 
bulling power of “buried” ads; 
peal display ads which scored 
igh readership, and news and 
ditorial contents of the five 
lailies. 

Copies of the three booklets may 
be obtained from Hometown Daily 
lewspapers here. In addition, the 
froup will lend copies of the first 
yo studies and provide copies of 
» 47 and °48 studies upon re- 
uest. 


acy’s and DuMont 
tre Friends Again 


Allen B. DuMont Laboratories, 
lew York, has reenfranchised R. 
. Macy & Co., New York, as a 
DuMont TV set dealer. The de- 
artment store lost its franchise 
nh late July after advertising Du- 
Icnt sets at sharp reductions. Du- 
font lost a suit for a motion to 
estrain Macy’s from advertising 
ni selling DuMont receivers at 
t rates, the judge deciding the 
anufacturer failed to _ protect 
mself by fair trading his pro- 
ucts. 

Last week Macy’s reportedly 
a3, selling DuMont sets at list 
rice, 


ingel Joins BSF&D 


John S. Pingel, formerly adver- 
‘ing manager of Reo Motors, has 
ied the merchandising staff of 
rooke, Smith, French & Dorrance, 
ttroit. The agency handles the 


promotion committee | | 


°C account. 


Kraft Appoints McLaughlin 
Ad, Sales Promotion Manager 
John B. McLaughlin has been 
appointed advertising and sales 
promotion manager of Kraft Foods 
Co., Chicago, ef- 
fective Oct. 10. 
He succeeds John 
V. Sandberg, who 
recently resigned 
to join Pepsodent 


oO. 
Mr. McLaughlin 
was formerly ad- 
vertising mana- 
ger of the Post 
cereal division of 
General Foods, 
Battle Creek, 
Mich. Before 
joining General Foods he was ad- 
vertising and sales promotion man- 
ager of Confections Inc., Chicago. 


J. B. McLaughlin 


Name Your Favorite 
Belt, Nancy Craig 
Asks Listeners 


New YorK—Blase radio listen- 
ers probably aren’t often sur- 
prised at the subjects covered by 
contests which give them a chance 
to tell why in so many words or 
less. 

However, even the veterans may 
be a bit startled by the new Nancy 
Craig promotion on ABC which of- 
fers more than $5,000 in prizes for 
the best letters on “why I like 
belt-line.” Contest- 
ants will select the belts from sil- 
houettes in a folder which will be 
mailed upon request. 


Prizes include a $1,500 trip for 
two to Haiti; Norwegian Blue Fox 
cape; Arkay Jr. wardrobe; West- 
inghouse Deluxe refrigerator; 
Oneida silver service for 12; La- 
valle shoe wardrobe; Harry Rosen- 
feld handbag; Paragon Needle- 
crafts quilt; an E-Z-Do and Prin- 
cess House closet and John Robert 
Powers cosmetics. 

The contest, staged with the as- 
sistance of the Belt Association of 
America, will close Oct. 16. Miss 
Craig’s daily cooperative program 
has 12 sponsors. 


Acme-Winter Names Nagle 


Ted Nagle has been named vice- 
president and director of sales and 
advertising of Acme-Winter Corp., 
Buffalo. 


61 


(Cont. from pg. 57) 
Tells Eleven Ways 
to Spark Sales Force 
R. E. Ingalls, Sales Promotion 


Manager, National Research Bu- 
reau, illustrates eleven ways to 


aid sales force in 
the NRB Direct 
Mail Manual. He 
tells how to se- 
cure inquiries, 
how to pave the 
way, how to build 
sales. territories, 
and how to teach 
and inspire sales- 
men. Ingalls is 
just one of 14 
D. M. specialists 


R. E. Ingalls in Manual. 
(Cont., See James Photo, Pg. 68) 
[ Advertisement ] 


* 


Omaha, ‘‘Gateway to the West” , is western head- 


quarters of the Burlington Railroad. For 100 years the 


Burlington has been the “‘Big Settler’ in the Middlewest, 7 

helping this big, rich territory to become the food basket of © ™ 
the world. Serving the people and industry of this BIG Bur- 
lington territory is another pioneer—the BIG 50,000 Watt 


Station KFAB. 


OMAHA 


* Represented by FREE & PETERS, INC. 
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NEBRASKA 


General Manager, HARRY BURKE 
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TV Is Made to Order 
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Burgess Battery Expands 
‘Hobby Parade’ on WBKB 

The Handicraft division of Bur- 
gess Battery Co. has expanded 
“Hobby Parade” to a half hour 
television show and started carry- 
ing it over WBKB, Chicago, Tues- 
days, 8-8:30 p.m. 

Phil Lewis, television editor of 
Educational Screen, is master of 
ceremonies for the show, which 
demonstrates popular and un- 
usual handicraft projects. C. C. 
Fogarty Co. handles this portion 
of the Burgess Handicraft divi- 
sion account. 
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for Mail Order: Hoge 


M. O. Concern Will Go 
into Medium in Big Way 
to Push Many Products 


New York—Huber Hoge & Sons, 
which has sold everything from 
books to dance lessons by radio 
mail order to the tune of $1,000,- 
000 yearly billings, is moving in on 
television, the “greatest potential 
mail order moneymaker of all 
time.” 

Seven items are now being TV- 
tested for fall. Books, a perennial 
mail order leader, reducing girdles 
and toys are among the products 
under consideration. Early this 
month a film spot campaign for 
Marvi-Toy Carnival (a collection 
of plastic toys) will break on 
WATV, Newark. If the announce- 
ments catch on, the drive will be 


IN SPORTS, TRAVEL, BOATS, 
TRAILERS AND HOBBIES... 


FEB. 10 thru 19, 1950 


CHICAGO OUTDOORS SHOW 


FOR MANUFACTURERS, DISTRIBUTORS, DEALERS and the PUBLIC 


QUARTER MILLION proved 


ATTENDANCE 


Advertisers! Agencies! Chicago Trib- 
une Charities offers a new, sales- 


advertising medium—the 


great Chicago Outdoors Show. More 


than five million dollars worth of 
e products or services were sold at the 
1949 Show. The 1950 event—under 


A BUYING AUDIENCE 


direct management of the Tribune 


Charities—will be improved and en- 
e larged, with expanded Show services. 


A “SELLING” SHOW 


If you make or sell recreational 


goods or services—this is your op- 


FOR 


portunity to reach thousands of deal- 
ers as well as the public. Earmark 
funds for this great sales event today 


DETAILS, WRITE, WIRE; 


PHONE TODAY... DEPT. 8K 
CHICAGO OUTDOORS SHOW 


SUperior 7-0100 + TRIBUNE TOWER + CHICAGO 


Presented by CHICAGO TRIBUNE CHARITIES, Inc. 


extended to stations in five to 
ten major cities. 

Wilpet Engineering & Mfg. Co., 
Kearny, N. J., appointed Hoge to 
promote its toys after an eminent- 
ly successful test last fall con- 
vinced the company that TV and 
mail order make the perfect com- 
bination for its products. Some 7,- 
000 plastic toy sets were sold dur- 
ing a six-week campaign of one 
announcement daily over WATV. 


a “The variety of articles that 
can be mail order merchandised 
over TV will be multiplied many 
times over that suitable for ra- 
dio, which has been able to han- 
dle only a minority of those sold 
in space,” Cecil Hoge, a partner 
in the agency, points out. 

‘Many items which never sold in 
radio or newspapers will go on tel- 
evision, an ideal medium for gad- 
gets and appli- 
ances. It will be 
a mass version of 
home canvassing. 
Just think what 
video will mean 
to the manufac- 
turer who has 
found department 
store demonstra- 
tions effective. 
Phone business 
will be tremen- 
dous. 

“However, there is one prob- 
lem we have noted in our tele- 
vision experiments. TV, rather 
than taking less time than radio, 
takes more time to tell the same 
story. That brings us into conflict 
with the station people who advo- 
cate less talk with sight commer- 
cials. They have not been as ef- 
fective as our high-speed, more 
wordy radio announcements.” 


Cecil Koge 


we Mr. Hoge, an expert on the 
number of words required to get 
the most people to sit right down 
and order something or other, fig- 
ures he will find the answer to 
that puzzler after further testing. 
Meanwhile, the agency is using 
more radio than ever in its ef- 
forts for 12 clients. 

(The clients: Doubleday & Co.; 
Sillo Petroleum solvents; Wally 
Frank pipes; Omnibook Inc:.; 


BRAIN TRUST—Keeping Huber Hoge & Sons’ billings climbing is a major concern 

of (left to right) William Quivey, TV director; Cecil Secrest, program director; Lu 

cille Dreher, media director; John Hoge, partner; Mildred Klock, office manager; 
Charles Richardson, assistant account executive; and Cecil Hoge, partner. 


United States Television Mfg. 
Corp.; Radio Offers Co.; Novelty 
Mart; Broadway Fashions; Sur- 
test Products; Fred Astaire Dance 
Studios; Wool Remnants Co. and 
Style House.) 

Doubleday sponsors the “Dou- 
bleday Quiz Club,” which started 
Sept. 19, five times weekly over 
Mutual at 12:15 p.m., EST. This 
program was aired for a few 
weeks on MBS last fall. Double- 
day also will carry 15 minutes of 
news with Sid Walton on Sundays 
over the same network. 

Another Hoge-placed network 
program, the ““Housewives’ Money- 
maker,” starring Bill Lang, started 
a couple of weeks ago on ABC. Ra- 
dio Offers Co., New York, is buy- 
ing mid-morning time on 60 ABC 
stations to sell such things as plas- 
tic items and a Calendar Bank 
which “forces you to save’—be- 
cause putting money in is the only 
way to make the next page come 
up. 


es At the same time the agency is 
buying spot radio on 500 stations 
for 12 products. Mr. Hoge explains 
why spot and network radio are 
used: 

“Mail order salesmen are like 
street corner pitchmen, who keep 
holding up a different article every 
few seconds until they get one that 
catches the customer’s fancy. This 
means, in effect, that we are con- 
tinually testing. 

“The flexibility of selective 
broadcasting with its quick can- 
celation privileges enables us to 
get a big volume of business with 
a relatively small amount of 
money out on risk. While network 


— 


involves a bigger risk, it enables 
us to utilize premium time on big 
power stations—the important ones 
for mail order—that would other- 
wise be unobtainable.” 


s “Hot” mail order items at the 
moment include banks, razor 
blades, how-to-do books, toys, wal- 
lets, perfumes and _ insurance, 
which is making a comeback. Pens, 
vitamins and correspondence 
schools scored “terrifically well’ 
in the past, but are not pulling so 
heavily now. The popularity off; 
at-home courses shows signs of re- 
vival, it is said. 

Huber Hoge & Sons, which 
started business 11 years ago with 
a bedroom as headquarters, pre- 
fers to test new products or sales 
lines in New York in most cases. 
The agency reserves two quarter 
hours weekly on WINS as try- 
out grounds for Doubleday vol- 
umes. WOR and WMGM also are 
favorite test stations. 

Times and programs on New 
York stations, which have proved 
themselves for mail order pur- 
poses, are preferred for tests be- 
cause the agency can “take a close 
listen” to be sure the sales pitch 
is given exactly as planned. 


a In general, high power stations 
with a good frequency in thickly; 
populated areas are the best bets¥« 
for mail order advertisers, Mri; 
Hoge believes. Among them hefswj 
lists, more or less at randon, 
WOR, New York; WCKY, Cin-kj 
cinnati; WBBM and WGN, Chi- 
cago; WMPS, Memphis. In recen 
years a new flock of independent 
have been good buys. Outstandingiki 
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n this group, he says, are WHDH, 
Boston; WMLO, Milwaukee; 
KSKY, Dallas; KWBU, Corpus 
Christi. 

“The stations which we call 
‘,90d’ for our type of advertising 
vary constantly,” the agency exec- 
utive said. “If a new management 
vith an aggressive policy takes 
over a station, the outlet may soon 
dominate a market. 

“In our business the trick is to 
find where the station is under 
priced. We knew long before Niel- 
sen reported it that the hours of 
5 to 7 a.m. offer the lowest cost 
per listener on WLW, Cincinnati, 
for example.” 

Huber Hoge, which has made 


yncern Bmore than 3,000,000 sales for its 
"; lu Buients during the past 11 years, 
“ager; Boxpects to bill over $1,000,000 for 
“ the current calendar year. At the 
———f present rate, however, billings, 
nabies# which include some newspaper and 
on big# magazine space, are running ap- 
it ones proximately $1,750,000 annually. 
other- 

s Although the agency has grown 

steadily, it is constantly experi- 
at thei menting to improve the formula. 
razor These tests work on a set routine 


wal-@with the following five factors 
irance@being shifted in one way or an- 
. PensMother until peak efficiency is 
dencefl achieved: (1) copy; (2) announcer 
well’B and delivery; (3) station and time; 
ling sol(4) program; (5) offer—variance 
ity offin price, combination, etc. 
of re-B If an offer doesn’t start at- 
tracting mail orders within a few 
days, one of the constants is 
changed. If it still doesn’t start 
selling, then another is_ shifted, 
and so on, for about a couple of 
weeks—when it will show signs of 
paying off or be classified, for the 
time being at least, as a dead item. 
This is a description of a com- 
plete, from-the-ground-up test. Of 
course, new products frequently go 
on the air in a situation where all 
the factors except the item of- 
fered have been proved. In this 
case, Hoge will decide in a matter 
of days whether the offer is a find 
or not. 
Slight modifications in the sales 
approach do wonders for efficiency 
in some instances. Returns on a 
sewing book went up 22% when 
“and now a few words from our 
announcer”—the listeners’ cue to 
switch off his mind if not his set 
was omitted from the commer- 
‘ial, 
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# Sales of a World War II his- 
ory gained from 18% to 40% when 
six words, you repeated six times, 
ere scattered throughout the sales 
appeal. 
“You,” according to Mr. Hoge, is 
he listener’s favorite word. The 
econd best word for obtaining a 
avorable response is “free.” 
Even the best mail offer on the 
perfect time on the perfect sta- 
ion may be a flop if the announcer 
s more concerned with the sound 
bf his voice than with sincerity and 
bersuasiveness, the agency has 
ound. Some announcers who made 
heir reputations and fortunes as 
bitchmen lose their magic power 
bs salesmen after they start to 
hink of themselves as big enter- 
ainers, Mr. Hoge feels. 

3id Walton, one of the most ef- 
ective mail order salesmen on the 
ir today, has always registered 
s a pitchman, but a few years ago 
his returns began to climb to new 
lichs. Mr. Walton accomplished 
is by the neat trick of getting 
m more words and speeding up his 
tivery without seeming to rush. 
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ae 


t'ggs Appoints Anthony 

tobert F. Anthony, formerly in 
hiurge of advertising and sales 
romotion of Lumber Fabricators 


7m Way COVERS OAKLAND, 


LOWEST COST 
PER 1,000 


Re a nation- 
ally by Burn-Smith 


Inc., Detroit, and Station WJR, has 
been named director of advertising 
and sales promotion of the plumb- 
ing ware division of Briggs Mfg. 
Co., Detroit. He succeeds O. F. 
Depperman, who has resigned to 
= the plumbing distribution 
ield. 


Trad TV Names Cayton 


Trad Television Corp., Asbury 
Park, N. J., maker of theater-size 
television equipment, has ap- 
pointed Cayton Inc., New York, 
to handle its advertising. Radio, 
newspapers and business papers 
will be used. 


Appoints Cobbledick 


Stanley E. Cobbledick has been 
appointed sales manager of the 
Franklin steel division of Borg- 
Warner Corp., Franklin, Pa. 


Carpenter Joins WABI; 
Seeks to Buy Station 


Murray Carpenter has been 
named general manager of WABI, 
Bangor, Me., and treasurer of 
Comimunity Broadcasting Service, 
owner of the station. Mr. Carpen- 
ter formerly was manager of 
WPOR, Portland, Me. 

F. B. Simpson, owner of WABI, 
said an applieation has been filed 
with the FCC for the sale of the 
station to Mr. Carpenter and Hor- 
ace Hildreth, president of Bucknell 
University. 


Griffith Quits NAB Post 


Pat Griffith has resigned as di- 
rector of women’s activities of the 
National Association of Broadcast- 
ers to return to active broadcast- 
ing as manager of community ser- 


vice for Station WHO, Des Moines. 
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CALIFORWIA AT | 


o., Inc. 


LOOK AGAIN AT PITTSBURGH’S BILLION-DOLLAR LOOK 


Negotiations are under way for the last piece of property 
needed for Pittsburgh’s new 36-acre Point Park. Another 
park, with underground storage for 1,000 cars, will lie 
between the new Mellon-U. S. Steel and Alcoa sky- 
scrapers. Tropical and native birds, plants and fish will 
be “tat home” in a new conservatory-aviary now a-build- 
ing on the North Side. A children’s zoo was opened this 


fall in Highland Park. 


Pittsburgh’s many park improvements, together with 
vast programs for slum clearance, and a breath-takingly 
modern airport-recreation center to open next year, will 
make Pittsburgh a pretty picture. But what gives sub- 
stance to the picture—what makes Pittsburgh a market 
with a terrific present and future—is the industrial 
expansion program into which business is pouring far 
more than a billion dollars, 


The 36 acre Point Park will surround the site of historic Fort Pitt. 23 adjoining acres also will be redeveloped. 


In the Pittsburgh City and Retail Trade Zones—where 
civic projects and industrial expansion are moving ahead 
at a fast clip—The Press is No. 1 in circulation by 35,000 


copies. 


In these zones, the number of persons who buy 


the Press every evening is as great as the entire popula- 
tion of Dayton, Miami, Richmond, Oklahoma City or 
Providence. And the eight counties entirely or partially 
within the Retail Trade Zone boundary spend 244 
billion dollars a year in retail sales! 

Because it is a great sales-producing medium in a great 
market, The Press is publishing more advertising volume 
this year than any Pittsburgh newspaper has ever pub- 


lished before. 


Represented by the General 
. Advertising Department, 
Scripps-Howard Newspa- 
rs, 230 Park Avenue, New 
Vork City. Offices in Chi- 
cago, Cincinnati, Detroit, 
Fort Worth, Philadelphia, 
San Francisco. 


‘AO. 1 * 


exert 


No/ 


Find out how The Press can work for you. For rates, 
case histories or merchandising help, call your Press 
Representative. Every Scripps-Howard Representative 
is a Press Representative. 


TOTAL ADVERTISING LINES 


published in first 7 months 


1948 1949 Change 
i edvadenecade 9,878,548 10,537,030 +658,482 
re 4,536,686 4,648,084 +-111,398 
Post-Gazette (m)....... 5,562,745 5,390,108 —172,637 
Post-Gazette (S)....... —_ 1,351,083 —_ 
Sun-Telegraph (e)...... 6,623,370 7,099,695 +476,325 
Sun-Telegraph (S)...... 3,952,715 3,841,058 —111,657 


Sunday figures include al! supplements Source: Media Records, Inc. 


a The Pittsburgh Press 


in City Circulation — in Classified Advertising — in Retail Advertising — in 
General Advertising — in Total Advertising 
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Pulls Agency Out of a Hat; 
Now Advertiser's Not Sure 


To the Editor: In view of your 
recent series of articles about 
Agency Man X and other described 
methods of picking an advertising 
agency, I think you will be in- 
terested in the following letter 
which I received from an account 
which we have been soliciting. 

“I have your letter of Sept. 12. 
After becoming dizzy trying to 
choose our advertising agency I 
threw five names into a hat and 
drew one out. Your name was in 
the hat, but it was not drawn. I 
am not sure that I have made the 
right selection, but how the hell 
can you be sure about choosing an 
advertising agency?” 

I am glad to see that some im- 
portant business men still retain 
a good sense of humor. 

Everett W. Hoyt, 

President, Charles W. Hoyt 

Co., New York. 


Another Gadget Patron 
Tells His Case History 

To the Editor: It may be some 
consolation for Richard Van Laven 
to learn that he is not the only 
sufferer at the hands of the Gad- 
get of the Month Club. 

My own experience with this 
organization follows the general 
pattern outlined by Mr. Van Laven 


This department is a reader’s forum. Letters are welcome. 


in his letter (Voice of the Adver- 
tiser, Sept. 12). But there are some 
differences, and since it appears 
likely that AA subscribers other 
than just the two of us rose to the 
bait after reading the glowing pub- 
licity of GMC in your columns in 
August, 1948, perhaps you can do 
all a service by passing this infor- 
mation along. 

On Sept. 9, 1948, I subscribed 
for GMC’s six-month trial mem- 
bership. And a trial it was! After 
more than a year, two postals and 
finally a letter requesting that 
GMC return my dollar under the 
terms of their “your money will 
be cheerfully refunded” guarantee, 
I still have not received my full 
quote of gadgets, nor my money, 
nor any reply aside from a single 
printed post card (in January) 
which contained the statement: 
“We are making a check of our 
fitens .¢* 

In June, I asked the Post Office 
Department to investigate. With- 
in a week, I had an informative 
report from the Bureau of the 
Chief Inspector. From this I 
learned that, according to postal 
records, GMC was actually send- 
ing out gadgets, although appar- 
ently not fast enough to supply 
each member each month, as 
agreed. Under the circumstances, 
however, the case was not one for 
fraud order action (which would 
require all mail for the organiza- 


Y two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


Wp advertising space at 


reasonable rates. 


It produces sales. 
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tion to be returned to senders, 
stamped “Fraudulent”’). Nor, I was 
told, did criminal prosecution ap- 
pear warranted. 

But it was suggested that it 
might be worth while to write an- 
other letter. And mark this one 
“PerRsONAL” for the attention . of 
Mr. Don L. Davis, President, Gad- 
get of the Month Club, 6600 Lex- 
ington Ave., Los Angeles 38, Cal. 
I have not done that—yet. But Mr. 
Van Laven and other AA subscrib- 
ers might want to carry on from 
this point. If concentration on Mr. 
Davis fails to produce the bought- 
and-paid-for-in-advance gadgets, 
perhaps the next logical move 
would be to call the situation to 
the attention of the local Better 
Business Bureau. 

Such action, I feel is not too 
drastic, even though only a dollar 
is involved. We in advertising must 
do all we can to protect and pre- 
serve its efficiency and integrity. 
While the Federal Trade Commis- 
sion, the Better Business Bureaus, 
the Four A’s and others are all 
doing excellent jobs along these 
lines, it is patently impossible for 
them to do everything. 

Individuals, too—and advertising 
men especially—must get after 
those who fail to live up to the 
statements made in their advertis- 
ing ethics who come to our per- 
sonal attention, or we shall have 
only ourselves to blame if the pub- 
lic comes to cast a jaundiced eye 
on all advertising. 

CHARLES R. FORCE, 

Publicity Director, Marschalk 

& Pratt Co., New York. 


Buchen Agency Sticks 
to Durable Goods Policy 

To the Editor: Dog food isn’t 
our dish. 

Certainly dogs must eat; people 
must have corn plasters; children 
must be supplied with soda pop. 
Advertising of these commodities 
and other items of consumption 
goods is good business for many 
general advertising agencies, but 
it isn’t Buchen business. 

It was with surprise, therefore, 
that we noted the story on the 
front page of ADVERTISING AGE, 
Sept. 19, stating that The Buchen 
Co. was one of the unsuccessful 
contenders for the Red Heart dog 
food account. 

Your grapevine was haywire— 
a not uncommon characteristic of 
grapevines. 

We did not solicit this account 
at any time, in any manner, either 
directly or indirectly. 

The Buchen Co. was started a 
quarter of a century ago to spe- 
cialize in “durable goods and ser- 
vices for home, farm, and indus- 
try.” Because many readers of Ap- 
VERTISING AGE may gain a wrong 
impression from this story, we be- 
lieve they are entitled to know 
that there is no intention on the 
part of The Buchen Co. to depart 
from this policy of specialization. 

WALTHER BUCHEN, 

President, The Buchen Co., 
Chicago. 
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Duplicate Bills Suggested 
for Magazine Subscriptions 

To the Editor: This is a sug- 
gestion for the invoicing or billing 
departments of magazines for sub- 
scriptions. 

We received a bill for magazine 
renewal on which the following 
notation appeared: “Kindly return 
this bill with your remittance.” If 
we follow this suggestion then we 
have the problem of making out a 
duplicate record for the account- 
ing department. 

For accountants this is not too 
satisfactory because they prefer an 


original bill for the corporation 
record. The reason the magazine 
wishes the invoice back is because 
their code of information is usually 
on the invoice. 

From our point of view there 
are only two things to do, either 
ignore the bill, and that is not 
good, or painfully make out an- 
other record. 

Magazines:Why not send your 
invoice in duplicate so that one 
portion can be returned and the 
other portion kept by the paying 
company? 

M. E. Larson, 

Advertising Manager, W. D. 

Allen Mfg. Co., Chicago. 


Television fs at Home in the Kitchen 
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Watch That Knife 
To the Editor: For the future, 
a new race of thumbless women? 
JERRY WARWIN, 
Ed Wolff & Associates, Roch- 
ester, N. Y. 


‘The Detroit News’ Has 
Been Scripps’ Since 1873 

To the Editor: On Page 72 of the 
Sept. 12 issue of ADVERTISING AGE, 
we note with great surprise that 
Mr. Macfadden was publisher of 
the Detroit Daily News in the late 
’20s. 

The Detroit News, as far as we 
know, has never been out of the 
hands of the family which origin- 
ally founded it. The first issue was 
published on Aug. 23, 1873, under 
the direction of James Edmund 
Scripps. It has continued to be 
published daily by descendants of 
the Scripps family. William E. 
Scripps, a son of James E. Scripps, 
is the current president of the 
company. 

Needless to say, an error of this 
kind is very disconcerting. With- 
out reflecting on Mr. Macfadden 
in any way, The News does not 
like to be tied up with his pub- 
lishing ventures or with those of 
any other company. It has always 
been an independent newspaper 
and is not now nor ever has been a 
member of any chain although 
many people sometimes confuse it 
with the Scripps-Howard group. 

I think that a correction should 
be published in the very next issue 
of ADVERTISING AGE to correct any 
erroneous impressions. 

J. ALBERT, 

Manager, Promotion & Re- 

search, The Detroit News. 

A correction of the Macfadden 
tangle was made in “the very next 
issue” in a story on Page 75 of the 
Sept. 19 issue of AA. 
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Anderson Answers Editorial 
Question on Two-for-One 


To the Editor: A simple letter 
of inquiry, or a telephone call, 
would have brought you this ex- 
planation and perhaps would have 
saved us the unpleasant task of 
attempting to catch up with the 
effects of erroneous implications 
created unfairly by your no doubt 
well-intended editorial attack up- 
on me in your Sept. 5 issue. 

Every statement in our release 
was a true statement. 

Nothing in voluntary fair trade 
precludes price changes by the 
manufacturer. In full consonance 
with fair trade principles and tra- 
ditional ANCO policy we, in our 
announcement of the price change 
you discuss, authorized our dis- 
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tributors to return all ANC 
SPOT-MASTER outside rear-viev, 
mirrors in their stock—each SPOT - 
MASTER to be matched by us, at 
no charge, with another from ou 
inventory—to make up the pai 
package for return to the whole 
saler at no charge. We also author - 
ized wholesalers to pick up al! 
SPOT-MASTERS from all retail- 
ers’ inventories and return ther 
for no-charge pairing at the fac 
tory—all of which was made clear 
in the bulletin upon which you 


TOM FLEMING 


Advertising 
Manager, 
Portsmouth 
(Ohio) Times 


‘» can really 
make hay 
—for you if you let him 


help you run a test in 
PORTSMOUTH 


@ Like all Brush-Moore ad- 
vertising men, Tom has been 
through the mill—classified, the 
little fellows, then the regulars, 
then department stores, then 
national accounts. 

Since the war, Tom has 
helped dozens of different 
manufacturers and their agen- 
cies to get initial distribution 
and expand current distribu- 
tion. 

Using the old, reliable, tried- 
and-true medicine, developed 
years ago by Brush-Moore, he 
just never overlooks anything 
that will help you to really 
“make hay” when you hit 
Portsmouth. His friends are 
the men and women who make 
the retail wheels fly. To help 
him, we print and distribute 
daily over 25,000 Portsmouth 
Times. 


FREE! A list of successful 
case histories. Want it? 


Right now, why not drop us 
a line, or wire, or call and ask 
for a complete data folder of 
this remarkable market and a 
list of case histories of manu- 
facturers we have helped. Re- 
sults are what you want. These 
case histories cover your next 
door neighbor in the food busi- 
ness. Free copy on request. 


OUR 7 PAPERS 


®@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STA® 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


© PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


TrrusH MOORE 
NEWSPAPERS 


ANTON: ONIO 


ie i ae ae a ee ee 
a Ll bi ae Sh oe y oe ae ee ee i a a a” fer g een PF. ke dee al iat ‘ 
- if x PRS ED a eT Ee) Tor eM Fp Nk.) ST AT ORE oe ——————————————eeeEE 4 
i : j 
eee as 64 oR: eal 
We Vctce cf the Adverliser @ , 
: ‘ 1 Cs “A — o~* % = tee. ae t1teé a epee’ (2 =the oe = ¢ me ee 3 — iss = Sen 3 — 
a " | } 
oeapaiee —— ; 
— 
oe. | 
os ae ‘ 
ee et ag P 
ba ie ~* ‘- E ’ 
: su 
oe sis Pe lo 
3 ; : ; 
a * 7 a ~N ca 
sic i | SES to 
Be ec 5 s Ss +4 
oe - - ta 
a a | | ta 
_ oO |: 
| | | bi 
| | —_ a | t) be 
ee | | { . ae pr 
a a b ae m 
ae Soe: - | | as Sa j \ /' | ¥ <| 1 oS a 
aes — (Sep | 
ae ree ma gig ; | ' i 
i ee r 
x art 
ae : 
eat a 
vas the 
oS “=e i : 
. me 
: Iv 
. res 
es, | ~ 
Ag ES RL SS An 
2) ae pe 
eae < 
Forks o: anc 
oe fai 
bee ae : 
ae a 
- te : i mi an 
eg - 
.  : _- 
rec 
air pe 
inte 
: ity 
A 
oe ey ture 
ro Fai: 
Ro oy: ra 
ae day 
ae tha’ 
Ss that 
Bo. I 
a vai 
aie a pag 
igen : ad 
es y. tary 
oa be 
rig : that 
| to | 
ao port 
ae | a to t 
a ee , be 
* : whe 
| | erat 
vGgier | fair 
a | =: cles. 
Pin cet y— : = s oa 
cee ~« Be at t 
i E.: Bee Mn Ge Cour; New 
Naas aime “up ‘Un, al “se S$ ec 
ee — = [SSS] — Pie Lovisyii, . po invit 
watt —_—s SS A LLE Times i337 basil 
ae SS > fire 
re Spec) ME SS ee | Ces 
— ar ee 3 Fae Mepis? ESE ee 3 
tes ee “Ovi dF = [its SS 2p raf 
sa caapaiial are ¢ 
ie Ghee Conrier-Zournal — e 
a ) | Sg in su 
| = b: ; t] 
;—rti‘C:;~C~*@ ¥ ria: : hatic 
ee od | 1649 
apa : ee | | | oe 


-STAR 


Advertising Age, October 3, 1949 


oased your editorial. 

Thus ANCO wholesalers and re- 
ailers are now selling two SPOT- 
MASTERS for the former price of 
me. The Anderson Co., as manu- 
acturers, compete pricewise with 
other mirror manufacturers with- 
out baiting the public or bruising 
honest resellers. 

That you could ask how this dif- 
fers from a loss-leader operation 
by a retail store points up rather 
pathetically the need for better 
understanding of fair trade and 
better understanding of the de- 
structive purpose and effect of the 
loss-leader store-traffic lure. We 
perhaps can’t give you that edu- 
cation in the one thousand words 
to which you have limited me. 
However, a lot of the smaller re- 
tailers would be happy to explain 
to you what happens to them, and 
to the public, when a predatory 
big-shot retailer offers as a store- 
traffic lure, and at an uneconomic 
price, the identical brand and 
model of a popular product sold 
regularly by the reputable retailer 
at the competitively established re- 
tail price. 

Our two-for-one “Forty-Friends” 
offer forced injury upon no re- 
seller. No reseller lost money. All 
ANCO SPOT-MASTER resellers 
are benefiting by increased sales 
—of pairs at the price of one. 

Isn’t fair trade quite wonderful 
—after all—and where, really, did 
the nonsense begin? 

The implications of your accusa- 
tion are inescapable. You accuse 
me of contemptible bad faith. If 
I were guilty I should immediately 
resign from all connection with the 
American Fair Trade Council, and 
The Anderson Co. should lose 
every customer it has who relies 
upon the sincerity of its policies 
and of its adherence to voluntary 
fair trade. 

That such implications could 
have escaped you is unfortunate. 
Your erroneous assumption creates 
misunderstanding and _ transmits 
confusion unfairly injurious to 
many good people who fight for 
recognition of voluntary fair trade 
as the surest protection of the in- 
tegrity of trademarks. Upon that 
integrity the health and prosperity 
of your entire advertising fratern- 
ity depend. 

Apparently educational litera- 
ture disseminated from time to 
time for years by the American 
Fair Trade Council has not reached 
your desk. I am mailing to you to- 
day copies of significant papers 
that have had wide circulation and 
that deal comprehensively with 
voluntary fair trade. 

If you would like to open your 
pages to a serial discussion of vol- 
untary fair trade—and possibly to 
a department dealing with volun- 
tary fair trade subjects—we shall 
be happy to cooperate. It seems 
that it would be difficult for you 
to determine upon a more im- 
portant service to advertisers and 
to the advertising profession. 

Voluntary fair traders every- 
where would appreciate the coop- 
eration of your widely read and 
highly influential publication in 
the direction of making voluntary 
fair trade somewhat more clear to 
the personnel of advertising agen- 
ces. The council will hold its an- 
nual meeting, a two-day session, 
at the Waldorf-Astoria Hotel in 
New York City on Nov. 16 and 17. 
At 10 a. m., Nov. 16, there will be a 
s»ecial meeting to which represen- 
tatives of advertising agencies are 
invited. Various phases of volun- 
tury fair trade, of interest to agen- 
ces and their clients, will be dis- 
Cussed. You and your associates 
ave cordially invited. 

The scope of interest to agencies 
in such a meeting may be suggested 
bd: the fact that, of the 100 leading 
national advertisers listed on Page 
32 of your issue dated July 18, 
1949, 66 are manufacturers prac- 
ticing voluntary fair trade. There 


are nearly 2,000 manufacturers 
known to be voluntary fair traders. 
Surely this number should be mul- 
tiplied—and will be multiplied— 
when inspired misunderstandings 
of what constitutes voluntary fair 
trade are cleared up. 

It of course is hoped that you 
will extend your facilities gener- 
ously to correct the erroneous im- 
pression you have created with ref- 
erence to my sincerity. This hope 
is not based upon any personal 
feeling but upon the obvious need 
for correcting an error possibly 
harmful to voluntary fair trade as 
a helpful economic force in Am- 
erica. 

Thanks for the offer to print a 
thousand words. They were not all 
required to tell you “exactly what 
the essential difference is between 


your action and similar action 
taken by a dealer.” The merest 
novice in voluntary fair trade 
would know the answer to that 
one. But it will require many more 
than a thousand words to present 
voluntary fair trade to your read- 
ers in such manner as will leave 
no room for other forms of equally 
unfortunate misunderstanding. 
JOHN W. ANDERSON, 

President, The Anderson Co., 

Gary, Ind. 

In an editorial in the Sept. 5 
issue, AA reported a “two-for- 
one” offer by the Anderson Co., 
which was reported to be losing 
money in the deal, and asked ex- 
actly what was the essential dif- 
ference between such “loss selling” 
by a manufacturer and “loss leader 
selling” by a retailer. Mr. Ander- 


ae & 


do so. Here is his reply. Unfortun- 
ately, we seem not to have con- 
vinced him, and he seems to us to 
skirt the issue, rather than to ans- 
wer it. 


son, president of the Anderson 
Co., as well as president of Am- 
erican Fair Trade Council, was 
invited to explain the difference 
in 1,000 words or less, if he could 
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going letterpress or offset . . . 
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3 International Shoe Co. Divisions Sell 


With Spot Movie Ads in Theatres 


& 


3 DIVISIONS of International Shoe Company—Friedman-Shelby, 
“Red Goose” Shoes—Peters Shoe Company, “Weather-Bird” Shoes 
and Roberts, Johnson & Rand, “Poll Parrot” Shoes—all are using 
Spot Movie ads to sell their products as only Spot Movies can sell— 
with sight, sound, action—in color or black and white. 
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SELLING POWER of Spot N Movies can be focused on the local 
dealer with special “trailers” showing his name and address. Thus 
you can use this medium in selected theatres in a store’s or distribu- 
tor’s trading area, or you can run Spot Movies nationally in over 


13,000 theatres. 


SPOT MOVIE ADS bring the product “alive” in movies that vie 
with feature pictures in quality and appeal. Spot Movies appear as 
short features in the regular program. Movie-goers can’t miss them. 
They're relaxed, receptive to the dramatically-presented selling 
message. 
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CHILD'S PLAY is the handling ofa Spot Movie Rickie. 
billing, preparation of dealer “trailers” and all other details are 
handled by Movie Advertising Bureau Members. To sell hard, 
locally or nationally, get full details about Spot Movie ads in 
Theatres now. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


‘MOviE ADVERT 


SING BUREAU 


NATIONAL OFFICES 


NEW YORK CHICAGO NEW ORLEANS 
70 E. 45th St. 333 N. Michigan Ave. 1032 Carondelet St. 
“ ®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 
KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 460 Leader Bidg. 870 Market St. 
Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Lees Starts Fall Drive 


James Lees & Sons, manufac- 
turer of floor coverings, launched 
a fall campaign Sept. 22 in news- 
paper supplements with a total of 
65 ads to appear from coast to 
coast. National magazines also will 
be used. D’Arcy Advertising Co., 
New York, handles the account. 


Rejoins Davison-Paxon 

Mrs. Rosalind Williams, for the 
past two years copy chief and ac- 
count executive with Tucker 
Wayne & Co., has rejoined Da- 
vison-Paxon Co., Atlanta depart- 
ment store, as advertising man- 
ager. 


YOU WRITE IT—— WE PRODUCE IT 


This old-established, fully staffed publishing 
house in Chicago is extending its facilities to 
companies and organizations issuing trade mag- 
azines and house organs. Our staff takes over 
the burden of producing top-flight publica- 
tions—from design, to production, to circula- 
tion. Will also write and edit. 

Our specialization in this field holds your 
costs to a minimum. Consultants in all phases 
of publishing activity. Let's talk it over .. 
with no obligation to you, of course. 

Box 7469, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Il. 


Sound Slidefilm 
Series Explains 
Alcoa Ad Setup 


PrrTssurGH—Through a series of 
sound slidefilms, Aluminum Co. of 
America has shown workers within 
its own organization how its ad- 
vertising works, and has built em- 
ploye enthusiasm for its cam- 
paigns to a new peak. 

A. P. Hall, director of advertis- 
ing and public relations, told Ap- 
VERTISING AGE that the program, 
initiated about a year ago, not 
only has been successful in ex- 
plaining how Alcoa makes adver- 
tising and merchandising decisions, 
“but it certainly has stimulated en- 
thusiasm for current campaigns 
and activities.” 

“T can’t recall when the various 
groups within the company most 
concerned with Alcoa advertising 


“waters’’ of 


some fishin’! 


cast your commercials on the 


metropolitan North 


Carolina and brother! ... you'll see 


WNAO and WDUK, in combination, 


are a pair of hooks that have been 


luring plenty of “‘sales” down here. 


Avery-Knodel, our ‘‘reps’’, 


are 


good guides... they’ll welcome 
you aboard. You bring the bait— 


we furnish everything else —in- 


cluding a delicious discount. 


you'll do better with the 


same line...and 2 hooks! 


¥x ONE NETWORK, ABC 
YY ONE LOW RATE 
v2 KEY OUTLETS 


have been more solidly behind the 
programs,” he added. 


ws Despite the steady appearance 
of advertising over the years, acti- 
vities of the ad department have 
often remained a mystery to other 
departments of an organization. 
Even the two running mates— 
sales and advertising—too often 
have pulled independently of each 
other. Alcoa decided last year that, 
for its part, the mystery should 
be ended. 

In addition to the normal 
sales department-advertising de- 
partment-agency meetings to agree 
on policy and strategy, the com- 
pany and its agency, Fuller & 
Smith & Ross, stepped out with an 
internal program aimed at ac- 
quainting sales with the many de- 
tails of advertising. 

The program was started when 
C. C. Carr, then director of adver- 
tising and public relations; Mr. 
Hall, then assistant director, and 
Burton Schellenback, F&S&R vice- 
president in charge of the Alcoa 
account, got together to plan a 
presentation on advertising for the 
annual meeting of sales executives. 


ws The result was a film entitled 
“The Public Be Pleased,” which 
answered the general question, 
“Why Advertise?” So well was this 
initial effort received that addi- 
tional presentations were planned. 
The film was re-edited and others 
were worked up in a series to 
tell a more complete and detailed 
story of the workings of the adver- 
tising department and the purpose 
of its efforts. 

These films have been shown— 
by request—at sales meetings at 
the company’s 55 offices through- 
out the country. Furthermore, they 
have been shown to other groups 
within the Alcoa organization. The 
net result, Alcoa officials say, has 
been a better understanding of the 
functions and operations of the 
advertising department and the 
benefits that may accrue from its 
work. 

The series includes four film- 
record combinations on advertising 
and one on public relations. Pro- 
duction of the films and record- 
ings was handled by Cinecraft in 
Cleveland; under the general di- 
rection of Fuller & Smith & Ross. 


s Other titles in the series include 
“The Advertising Investment,” ex- 
plaining advertising costs; “Build- 
ing an Advertising Program,” 
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ALCOA’S AD STORY—Different kinds of buying, competitive factors and Alcoa's 
general objectives for sume of its products are pointed up in these slidefilm shots, 
as taken from its films explaining how advertising, and its own ad department, works. 


which points up the relationship 
of various company departments 
in planning advertising; “The Long 
Pull Pays Off,” which justifies 
consistency and long-range ob- 
jectives, and “Relations with the 
Public,’ which describes how Al- 
coa deals, organizationally and 
functionally, with its public rela- 
tions problems. 

In all, more than 100 showings 
have been made, during the past 
year, to groups in Alcoa’s manu- 
facturing and sales organizations, 
from the company’s management 
in Pittsburgh to the smallest resi- 
dent sales office. 


a These groups, though wrapped 


up most of the time in their own 
special problems, have taken the 
time—via sound slidefilms—to 
push through the portals of the 
“mysterious” ad department and 
see what makes it click, what 
sparks its ideas, what is involved 
in the composition of a campaign, 
and why it is essential to the suc- 
cess and progress of an enterprise. 

The fact that members of some 
sales departments have not been 
fully introduced to the activities 
and purposes of advertising, Alcoa 
officials point out, has led to mis- 
understandings and lack of respect, 
with the result that sales has not 
always taken full advantage of the 


GROCERY 
INVENTORY 


The food story in the 
San Francisco Bay Area is told 


every month in our 


Inventory ... It’s just one of 
our services to advertisers. 


SAN FRANCISCO 


Northern California's Newspaper Number One 


power of advertising. 


Grocery Store 


EXAMINER 
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Oct. 4-5. Annual eastern conference of 
American Association of Advertising 
Agencies, Hotel Roosevelt, New York. 

Oct. 6. Export Advertising Association, 


first annual convention on international 

“a advertising, Hotel Biltmore, New York. 

~a Oct. 10-11. Boston Conference on Dis- 
7 tribution, Hotel Statler, Boston. 

4 Oct. 10-12. Association of National Ad- 

4 vertisers, annual meeting, Waldorf-As- 


torila, New York. 

Oct. 17-18. Inland Daily Press Assocta- 
tion, annual meeting, Congress Hotel, 
Chicago. 

Oct. 18. Agricultural Circulation Man- 
agers Association, second annual conven- 
tion, Drake Hotel, Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-21. Association of Canadian Ad- 
vertisers, 35th annual convention, Royal 


.York Hotel, Toronto. 


Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 

Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 


Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 


Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 


cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 


m April 11-12, 1950. Annual symposium 
oo's and exhibit, Point of Purchase Advertis- 
ots, ing Institute, Waldorf-Astoria Hotel, New 
rks. York. 

June 29-July 1. National Industrial Ad- 

vertisers Association, annual conference, 
OWN § Hotel Biltmore, Los Angeles. 
the 
712 Canadian Dailies 
an¢ [List 3.2 Readers Per 
ved + 
en, |Family, Study Shows 
suc- TorontoO—An average of 3.2 
rise. persons per family in Canada’s 
some § principal cities read their daily 
been | newspapers regularly, according to 
‘ities § findings of a consumer survey just 
leoa J completed by the Canadian Daily 
mis- | Newspapers Association. 
pect, The study also revealed that 
} not Ba substantial number of Canadian 
f the Bhouseholders has lost little time 


in purchasing new major ap- 
pliances, or replacing old ones, 
since the end of the war. Re- 
searchers found that, whereas an 
average of 38% of urban house- 
holds reported ownership of a 
mechanical refrigerator in 1947, 
the percentage had grown to 
46.4% in 1949. 

Nearly 40% of the survey re- 
spondents said that their electric 
refrigerators were no more than 
three years old. 


s Margarine is purchased by near- 
ly 70% of Canadian urban house- 
wives (apart from those in Que- 
bee and Prince Edward Island, 
where sale of this product is not 
permitted). Highest percentage of 
purchases was shown in the Mari- 
time provinces and Newfoundland, 
with an average of 78.6%. Cities 
in the Prairie provinces were next, 
with 72%, followed by Ontario, 
6.2%, and British Columbia, 63%. 

Home permanent kits are bought 


women using this product. 

Some of the men reported us- 
ing well-known brands of the cold 
wave products but, said the as- 
sociation, it was assumed that they 
were using the shampoo, not the 
cold wave material. 


Forms Two New Departments 


Line Material Co., Milwaukee, 
has established two new depart- 
ments in the sales division—mar- 
keting and sales promotion. Matt 
Beisber, formerly manager of 
transformer sales in Zanesville, O., 
is manager of marketing, and Earle 
Williams heads sales promotion. 
Alvin B. Coyle has been appointed 
to succeed Mr. Beisber as man- 
ager of transformer sales. 


Bakery Appoints Rodgers 


Rosen’s Bakery Inc., Chicago, has 
appointed Sherwin Robert Rodgers 
& Associates to handle its adver- 
tising and sales promotion. The 
company plans to use outdoor, 
newspaper, radio and television 
advertising to introduce a new 
bread product, Holly. 


them imports. 


customers only . 
all-over prints. 


Prices $2.50, 
COMPANY NAME 


Distinctive patterns ...some confined for our 
.. Original panels and the new 


$3.50, $5.00, $6.50, $7.50 


BUILD GOODWILL WITH MEN’S PERSONALIZED 
CUSTOM MADE TIES BY HALPERN... CHICAGO 


The Ties-for-Christmas Service that makes friends 
of your clients...Simply turn the job over to us 


Each Florence Halpern tie labeled with the 
name of the recipient. 


Handsomely made of pure silk ... many of 


For many years, 17 to 
be exact, we have filled 
“ties for Christmas” or- 
ders from advertising 
agencies, for their 
clients, and direct or- 
ders from steel mills, 
provisioners, breweries, 
and scores of other 
companies with import- 
ant customer accounts. 
Fill in the coupon. 


Please send us samples 


of $_ ties 


ADDRESS. 


STATE 


Samples sent on request for minimum order 
of 25 ties. Simply moke your selection and 
we will do the rest. Gift wrapped, greeting 
enclosed, mailed for you to wherever you 
specify. Service references on request. 


- 


5 North Wabash Ave. 
Suite 700 

Kesner Building 
Chicago 2, Ill. 


y OU have bombarded her with 
your national advertising. Now 


in 


76% of shoppers carry no shopping 
lists...75% buy items they hadn’t 
thought of buying...38% of all food 
purchases are impulse purchases... 
20-1 your products have no display in 
“ther store’’ this week! 

Yet your products can have a dis- 
play —all day and every day —right 
in the zone of action. One primary 
medium (and only one) offers you 
the means of selling your customer 


by 37.5% of women residents in 
‘he principal cities. Highest per- 
fentage of purchases was recorded 

Port Arthur, with 57% of the 


America’s first engraver 


rr 
yw 


Phone WAbash 2.8815 


she’s on her way to her local neigh- 
borhood shopping center (where 98% 
of all food and 85% of all drug prod- 
ucts are bought). Will she now spe- 
cify your brand? 


just before she buys. 

This medium is Criterion Service 
—through Criterion Poster Displays. 
Your Criterion Showing is completely 


CRITERIO 


Sane 8b. ZORE OF ACTION 


The odds are 


5tol 


she has no 
4 Shopping List 


built-to-order to cover the specific 
shopping centers where you have 
distribution, in all parts of the 
United States. Big and colorful, 
these panels work for your product 
365 days a year. 

Armour, Heinz, Kellogg, Kraft, 
Lever Bros. and Libby are some of 
the advertisers using this primary 
medium...Let us show you — with 
facts, figures and case histories — 
just how Criterion Poster Displays 
can help move your products. .. . 
CRITERION SERVICE, 
122 E. 42nd St., New York 17, N. Y. 


POSTER 
DISPLAYS 
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Wheatena to Launch 
Drive Boosting New 
Breakfast Premiums 


Ranway, N. J.—Wheatena Corp. 
will offer a six-piece breakfast 
set in a premium campaign sched- 
uled to get under way early next 
month in The American Weekly 
and Sunday magazines. 

The breakfast set will go to 
consumers who mail 50¢ and a box 
top of Wheatena to the company. 
A place setting for two, the pre- 
mium is valued at $1.50. 

Copy headlines announce the 
deal as a one-time offer. Body 
copy ties in pieces of the set with 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


Wheatena, pointing out that the 
dishes are designed especially for 
the breakfast food. 

Wheatena insertions will range 
in size from full pages in color in 
Sunday magazines to 300-line in- 
sertions in daily papers. The sched- 
ule covers 49 newspapers from 
coast to coast, but does not include 
the South. 

Brisacher, Wheeler & Staff, New 
York, is handling the account. 


Ansco, Ozalid to Biow 


Biow Co., still the agency pace 
setter for getting new business, 
has just added another name to 
its client list. Ansco and Ozalid 
divisions of General Aniline & 
Film Corp., formerly handled by 
Young & Rubicam, will transfer 
to Biow effective Jan. 1. 

Other additions to the Biow 
stable during 1949 include Procter 
& Gamble’s Joy and Lilt, report- 
edly still in the testing stage; 
Guards cold tablets (Whitehall 
division of American Home Prod- 
ucts Co.), and Langendorf United 
Bakeries, San Francisco. 


Biome radio stations —and their advertisers —get thrown for a loss 
because they don’t really know their audiences! 

Thanks to 24 years of work and study, KWKH does know its 
particular Southern audience, and the Mar.-Apr. ’49 Shreveport 


Hoopers prove it: 


KWKH ranks first, Mornings, Afternoons and Eve- 
nings, in Share of Audience. 

KWKH has a 34.3% greater Share of Audience 
than Second Ranking Station, for Total Rated Pe- 


riods. 


But Shreveport itself is only the smallest part of KWKH’s cover- 
age in this big four-state area. Both mail-pull and BMB figures 
prove that KWKH gets high listenership throughout its prosper- 


ous rural areas, as well. 


Let us send you any facts you need—today! 


KWKHh 


SHREVEPORT © ‘LOUISIANA 
50,000 Watts «e CBS 
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Mississippi 


The Branham Company, Representatives 


Henry Clay, General Manager 


ABP Plans Spring 
Merchandising Paper 
Advertising Contest 


New YorK—An advertising con- 
test for merchandising papers will 
be held here next spring by As- 
sociated Business Publications, un- 
der the supervision of its merchan- 
dising papers committee. Ralph 
Friedman of Chain Store Age is 
committee chairman. 

For the past seven years ABP 
has conducted advertising contests 
in Chicago, New York, Cleveland 
and Philadelphia “to help adver- 
tisers do a more efficient job in 
the white space they were already 
buying.” 

Because there is a sharp differ- 
ence between advertising in mer- 
chandising and industrial papers, 
publishers of the former group 
have decided to set up a contest 
devoted exclusively to the prob- 
lems of merchandising advertising 
as, contrasted to industrial adver- 
tising. 

The committee plans an aggres- 
sive campaign in the advertising 
magazines which began the last 
week in September and continues 
through the end of the year to 
promote a more effective tie-in 
between dealer and supplier. 

Members of Mr. Friedman’s 
committee include: E. W. Chap- 
man, American Lumberman & 
Building Products Merchandiser; 
J. S. Crane, Simmons-Boardman 
Publishing Corp.; Harry. C. Hahn, 
McGraw-Hill Publishing Co.; Ed- 
ward Kruspack, Automotive News; 
Larry Kunstler, Haire Publishing 
Co., and Donald McAllister, An- 
drew Geyer Inc. 


Better Business Warns 
Against ‘Bait’ Tactics 


National Better Business Bureau, 
New York, has issued a warning 
against contractors and dealers 
said to be advertising and selling 
combination storm windows by 
“bait” tactics. In the interest of 
protecting both the trade and con- 
sumers, the bureau claims that a 
few dealers are employing mis- 
leading advertising by quoting 
prices only on very small-sized 
windows and by using deceptive 
illustrations. 


F&S&R Names Van Kennen 


James F. Van Kennen has been 
named an account executive in 
the Chicago office of Fuller & 
Smith & Ross. He was formerly a 
consultant with Booz, Allen & 
Hamilton, and before that assistant 
to the president and aluminum 
division sales manager of Rey- 
nolds Metals Co. 


Appoints Poyntz Agency 

Alford R. Poyntz Advertising, 
Montreal, has been named to han- 
dle the advertising of Victoriaville 
Specialties Co., Victoriaville, Que., 
manufacturer of modernistic fur- 
niture. 
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an insurance policy. 
“One of the things 
Dad told me a few 
days before he died,” 
says the boy, “was 
how you’d helped him 
work things out so 
there’d be enough life 
insurance to take care 
of Mom and me.” The 
ubiquitous Mom. 
Then, “The boy 
reached out his hand 
a little awkwardly. 
‘Dad asked me to say 
‘thanks’ if he didn’t 
get to see you again.’ ” 
If this isn’t 
maudlin sentimental- 
ity, the next para- 
graph is. For it starts 
out, “The sun was 
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an obvious, indeed an all too obvious, plug for the insurance 
agent. It employs a narrative technique—a young man and an 
older man at a fence in a field. They are discussing how the 
boy’s father turned a wasteland into a fertile farm—single- 
handed. Fortunately, the older man in the story had sold him 


sheer === 


starting to dip behind the hills, and the older man got ready 
to go. ‘Your father was a fine man, John. 
This is copy obviously written with the intent to jerk tears 
from the eyes of possible readers—and without the knowl- 
edge that tears can’t be jerked; they come involuntarily. 
The more you see copy like this, the more you realize O. B. 
Winters was right. Find me a young Conrad. 


The Creative Wan Corner 


The late O. B. Winters, a rich.stylist himself, wrote—in an ‘ 
Erwin, Wasey house ad—the prescription for a good adver- 
tisement, as he saw it. It was very simple. “Find me a young 


{ 

4 

‘4 

influenced strongly by Starch, The New \ 

Yorker and second-hand experience, pooh-poohed Winters’ } 
) 


dictum. But good 
writing is still the 
soul of a good adver- 
tisement. 

Take the two ads 
reproduced here. The 
U. S. savings bond ad 
is one of the finest, 
in The Corner’s opin- 
ion, in a consistently 
fine series. The anal- 
ogy is warm, human, 
fresh and exceedingly 
apt. And the writing 
is every bit as human 
and sincere. Behind 
this is a writer who 
really knows his stuff. 
He could have been 
cute, but he _ isn’t. 
What he says is com- 
pletely understand- 
able and highly per- 
suasive. 

Take, on the other 
hand, this New York 
Life advertisement— 


, 9? 


Koslow Names Davis Agency 
Nat Koslow Inc., New York, jew- 
elry manufacturer, has named 
Henry L. Davis Co., New York, to 
handle advertising. Business and 
consumer magazines will be used. 


oe Ones ae eS pay 


Economical : 


Representing: NEW YORK GRAVURE CO. 


New York City 


Ameritex Uses Television 


The Ameritex division of Cohn- 
Hall-Marx, New York, is using 
television for the first time with 
its sponsorship of “And Every- 
thing Nice” show, originating from 
DuMont’s WABD, New York; 
Mondays. In the New York mar- 
ket there will be a three-way pro- 
motional tie-in coordinating Amer- 
itex fabrics, Advanced patterns} 
and Macy’s Sew-It-At-Home de- 
partment. Dorland Inc., New York 
is the agency. 


(Cont. from pg. 61) 
Increases D. M. Sales 
For Shell Oil Dealers 


G. James, Jr. gives case histo:yg 
of how the advertising department 
of Shell Oil (N. Y.) increas? 


dealer acceptance 
of direct mail a id 
boosted sales. sf 


of the NRB I 
rect Mail Ma. 
ual, James te! 
how to tailor pio ) 
gram, handle ¢ ‘ 
tails, “‘sell” de. 
ers. He also give 
results of uniqu4 
readership si! 
vey. 
— Photo, Pg. 
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G. James, Jr. 
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RMA Refuses 
o Endorse Any 
V Color Plan 


(Continued from Page 1) 
tent in charge of research, RCA 
aboratories, said the “all elec- 
ronie” cclor TV system developed 
by RCA is “completely compatible” 

‘ith bew systems, and can be in- 
roduced without any modification 
»f the sets now in use. 

He said these sets could continue 
9 receive color broadcasts in black 
nd white, or could be converted to 
olor for $125 or $175. Color sets 
ased on the current RCA methods 
ould cost approximately $150 
ore tham comparable “mono- 
hrome” sets. 

Though RCA has conceded that 
dditional field testing of color is 
hecessary, CBS is telling FCC that 
ts system is “ready to go.” Both 
ystems are being demonstrated 
ere. 


CBS was thrown on the defen- 
ive by RMA President Ray C. 
osgrove, who urged the commis- 
ion Tuesday to reject any system 
which lacks compatibility—the 
bility to serve existing sets with- 
ut modification and without de- 
trading the signal. The CBS color 
broadcasts will not provide ser- 
ice for existing sets with the addi- 
ion of adaptors. 
The RMA president’s statement 
vas interrupted by Commissioner 
. W. Webster who asked what 
inds of equipment would be 
heeded to convert sets to color. Mr. 
osgrove answered that he wasn’t 
n engineer. 
“So far as I know,” he said, “it 
ight require a piano. The main 
hing is that manufacturers don’t 
vant their sets to be hooked up to 
bunch of attachments which 
ould make them look like a 
hristmas tree.” 
Dr. Engstrom stressed the ad- 
antages of “compatibility”—the 
bility of the RCA system to pro- 
ide b&w pictures to existing sets, 
‘ithout adjustment. 
Now that it is certain that color 
an be added to the present tele- 
ision system, Dr. Engstrom said, 
CC can safely go ahead imme- 
lately with an expanded b&w 
ervice. 


He promised that RCA “would 
ress forward” with field tests to 
btain information which would 
ermit the introduction of color 


Cohn- 


as soon as possible.” He said 
ompatibility” is important to the 
roadeaster because it permits the 
troduction of color without loss 


using# audience. 
2 with From the standpoint of compati- 
yt lity, RCA’s system may have 


York, 


eater appeal to the commission. 
owever, pictures of the equip- 


+ a lent circulated at the heaving 
Amer-gompted one observer to com- 
atternsment, “I’ll pay for the converter, 
ne de-§they’ll pay for the set.” 
7York™The sets described here con- 
ined two and three picture tubes. 
———fit Dr. Engstrom told FCC that 
CA is looking for a single-tube 
pe, He said a new type of color 
mera for field use has passed 
histo:ve® mockup stage, and will be 
rtmentgly for tests next spring. 
reas 
ptance CA's plea for immediate lift- 
ail a de of the freeze on b&w TV set 
les. .\sm! one of the sharpest exchanges 
-_— ‘hich characterized these hear- 
‘1B a 
Mc \-B* et’s call a fact a fact for a 
s te lM. ge,” Commissioner Frieda 
or pi? =, « 
dle cegenock told Dr. Engstrom. “I 
» ge.lq@pot know whether you really 
© giveqg@t color or not.” 


aa When Dr. Engstrom insisted that 
A is enthusiastic about color, 
le asked, “Why is it you didn’t 
mplete your work and come out 


with your announcement before 
Aug. 25?” 

Under her questioning, Dr. Eng- 
strom said RCA currently has six 
color receivers and is operating a 
production line which will produce 
sets at the rate of ten a month fcr 
the field tests under way here. 

Pointing out that RMA has esti- 
mated that a minimum of 300 sets 
is necessary for color field tests, 
Commissioner Hennock burst out, 
“For 20 years we have been hear- 
ing that everything is in the pro- 
cess of being prepared. The com- 
mission is being blamed for hold- 
ing up color. I won’t take the 
blame for you people.” 

Later, Miss Hennock tipped off 
what may be the final outcome of 
the proceedings if the commission 
is unable to arrive at standards for 
commercial color sets. 


as Led by Commissioner Robert 
Jones’ question, Dr. Engstrom had 
insisted that FCC has enough data 
to make “fundamental” decisions 
about color and to lift the freeze 
on b&w television. 

“How can we make fundamental 
decisions if the field tests haven’t 
been made,” Miss Hennock broke 
in. “If we have to wait two years 
for field tests, don’t we have to 
keep the freeze on two years?” 

Dr. Engstrom said he felt field 
tests would be completed in six to 
seven months. “Then shouldn’t we 
keep the freeze for six to seven 
months?” she asked. 

FCC will also hear about two 
other systems. One, by Color Tele- 
vision Inc., is said to have the ad- 
vantages of the RCA system, with- 
out the bulk. The other, by a Uni- 
versity of Southern California sci- 
entist, is described as a tube 
which can replace the picture 
tube of existing sets. 

RMA said at least 30 tests are 
necessary in judging the quality 
of a color system. It suggested for- 
mation of an industry committee 
to study the color question and 


make recommendations to the 
commission. 
The RMA presentation was 


punctured by sharp questioning 
from commission members search- 
ing for a clear answer on the color 
problem. Philco Vice-President 
David G. Smith, who reported that 
an RMA survey indicated leading 
manufacturers would need eight 
months to two years to design and 
produce color equipment, was 
questioned for ‘more than three 
hours by Commissioner Robert 
Jones. 


ws Noting that the association had 
retained Selvage & Lee to acquaint 
the public with the facts about 
the television issues, Commissioner 
Jones implied at one point that 
the association appeared to be 
more diligent about its publicity 
than its research. During his three- 
hour examination of Mr. Smith, 
he asked whether the industry’s 
time estimates for color would 
be reduced if it were informed 
that FCC’s laboratory had built 
sets with parts that are readily 
available from parts wholesalers. 

Mr. Smith answered that he 
could not comment until the per- 
formance of the sets is checked. 
“Oh,” snapped back Commissioner 
Jones, “now you want to examine 
the FCC.” 

At another point, Commissioner 
E. M. Webster asked Mr. Smith 
how “right” color must be before 
FCC can authorize it. 


e “When a manufacturer sells a 
product, he stakes his reputation 
on it,” Mr. Smith answered. “If it 
works, everything is fine. If it 
does not work, he goes out of busi- 
ness. 

“The FCC will also be staking its 
reputation when it authorizes color. 
If I were a commissioner, I would 
decide when I was in a position 
to tell the people that they can 
afford to invest their money for 
color with the certainty that there 


DEDICATION—Cutting the dedication cake at the opening of the new U. S. Printing 

& Lithograph Co. plant in Mineola, N. Y., is W. H. Walters, the company’s president. 

With him is John Lambie, eastern division manager. Several hundred guests at- 
tended the two-day celebration Sept. 19-20. 


will not be some major technical 
upheaval coming along. 

“That’s the time I would call 
‘right.’ ” 

Mr. Smith expressed confidence 
that RMA could find a color sys- 
tem with a high degree of per- 
formance. He said it might be wise 
for FCC “to set a deadline” and 
“let the industry try to meet it.” 


Holbrook Shows 
How BBDO Uses 
Copy Research 


New YorK—Emphasizing the 
importance of making copy re- 
search an integral part of all 
agency activities, Richard G. Hol- 
brook, director of copy research 
at Batten, Barton, Durstine & Os- 
born, outlined some of that 
agency’s methods last week to 
members of the Copy Research 
Council. 

As a means of keeping all staff 
members informed, not only as to 
what the research department is 
doing but about new developments 
in any field that affects advertising, 
Mr. Holbrook said, he sends a spe- 
cial bulletin twice a week™to 300 
members of the BBDO staff. 

The inforrnation is presented on 
a condensed, mimeographed sheet, 
numbered serially and punched for 
filing in a ring binder. This infor- 
mation sheet is used by copy 
writers, account executives and 
others in a number of ways. Once 
a year, a cross index is issued and 
bound into the file. 


ws In discussing his department’s 
method of handling continuing stu- 
dies of newspaper research, Mr. 
Holbrook said that either he or a 
member of his staff goes out into 
the field whenever possible to ob- 
serve the collection of data. As the 
studies come in they are analyzed 
and the information issued in the 
research bulletins. Special features 
of particular interest to clients, 
prospective clients, and accounts 
on which work is being done, are 
blown up for immediate use to 
help advertisers get extra dollars 
from their advertising. 

Folders are made of special ads 
and distributed to copy writers 
with appropriate comment. Each 
ad is individually analyzed, and 
put on an IBM card, which classi- 
fies 26 different factors, such as 
position on page, art work, typo- 
graphy, number of columns used, 
cost of readers per dollar, etc. This 
is done chiefly with national ads, 
but a file is also made of local and 
regional advertisements for pur- 
poses of comparison and record. 

The same type of analysis is 
made with magazine ads, posters 
and car cards. The radio and tele- 


vision research department makes 
similar analyses in those media. 

Asked about tests of the cred- 
ibility of an ad, Mr. Holbrook 
said that he considered such tests 
to be still experimental. 


‘Look Hear,’ New TV 
Column, Scheduled 
in 19 Newspapers 


New YorkK—*‘Look Hear,” a new 
television advertising column, will 
make its appearance in 19 news- 
papers early this month following 
test runs in the New York Daily 
News and Herald Tribune. 

Written by Maxine Cooper, for- 
mer radio-television director of 
Calkins & Holden, the column is 
being promoted to advertisers for 
TV program plugs on a group 
basis except in New York, which 
can be bought alone. 

First advertising contract has 
been set with Consolidated Edison 
of New York, which ordered 13 
insertions publicizing “Telepix 
Newsreel,” through Batten, Barton, 
Durstine & Osborn. 

Space for “Look Hear” will be 
bought on the program log page 
or facing page. As an added incen- 
tive for advertisers, Miss Cooper 
is starting a TV critics’ club to 
give the viewing audience a chance 


-to sound off on video fare. 


Rates for 28 lines, six times, 
on Sunday are: All 19 papers— 
$3,494; eastern group—$1,868; cen- 
tral—$1,239, and optional—$569. 

Business offices of “Look Hear” 
are located at 145 E. 53rd St. 


DeMunn and McGuiness Open 
Agency With 16 Accounts 


Mel DeMunn and Donald Mc- 
Guiness have established their 
own advertising agency, DeMunn 
& McGuiness, specializing in ad- 
vertising and promotion of prod- 
ucts being sold to the farm mar- 


D. McGuiness 


M. DeMunn 


ket. The new agency, which has 
offices at 221 N. LaSalle St., Chi- 
cago 1, opened with 16 accounts. 
Mr. McGuiness was formerly 
manager of the Chicago office of 
Campbell-Sanford Advertising Co., 
and Mr. DeMunn was an account 
executive with the same agency. 


Hershey Creamery to Korn 


J. M. Korn & Co., Philadelphia, 
has been appointed to handle the 
advertising of Hershey Creamery 
Co., Harrisburg, Pa., maker of Her- 
shey ice cream. 


$2,000,000 in 
Prizes in New 
Crosley Contest 


(Continued from Page 1) 
Benton & Bowles. 

W. A. Blees, Avco vice-president 
and Crosley’s general sales man- 
ager, said dealer advertising will 
amount to an additional expendi- 
ture of $500,000 to $1,000,000. Cros- 
ley has about 6,500 dealers. 

During October and November, 
four-color magazine pages and 
spreads will be used, plus two net- 
work TV shows, spot radio and 
newspaper ads. 


@ Winners in the contest, who 
write the best reasons on “Why I 
should be given a new 1950 Shel- 
vador,” will receive the $2,000,000 
worth of prizes in cash, refrigera- 
tors and Crosley’s new complete 
steel kitchens. The contest will run 
from Oct. 15 to Nov. 30, and each 
of the 6,500 dealers will have a 
winner, Mr. Blees said. 

Mr. Blees pointed out that the 
introduction of the 1950 models 
now, at least 60 days in advance 
of the usual time for such a show- 
ing, makes it possible for cus- 
tomers to buy 1950 models through 
the fall and winter. He predicted 
the company would find it advan- 
tageous to continue this early 
showing of its lines. 

Mr. Blees said that between $9,- 
000,000 and $10,000,000 would be 
spent in 1949 for promotion by the 
company and its dealers, and this 
amount would be greatly increased 
in 1950. 


e Eight new models are included 
in the company’s 1950 Shelvador 
line, ranging in storage capacity 
from 7 to 10.5 cubic feet. These 
include many new design features 
but suggested list prices, accord- 
ing to Mr. Blees, will be as much 
as $40 below comparable 1940 
models. 

The 1950 line marks the com- 
pany’s entry into the all-steel kit- 
chen equipment and electric water 
heater fields. It is also introducing 
a full line of home and farm 
freezers. 

Crosley also has a new kitchen 
radio and a new FM-AM table 
model receiver. Commenting on 
the company’s television and radio 
business, Mr. Blees said sales were 
moving at a record pace with an 
all-time peak expected during the 
pre-Christmas selling season. Pre- 
sent sales of Crosley’s complete 
television line were up 100% over 
last spring, he said. 


ISRAEL SACHS 


New YorK—Israel Sachs, 75, 
founder and president of Sachs 
Quality Stores, furniture, furnish- 
ings and apparel merchant and a 
pioneer user of radio advertising, 
died Sept. 28 while on vacation at 
Ferndale, N. Y. 

Born in Russia, he came to the 
U. S. at the age of 20 and two years 
later opened his first store here. 
Joined by his sons, Nathan and 
William, he led his company into 
community welfare activities and 
sponsored free adult educational 
courses, puppet shows for children 
and consumer advisory panels. 

As a public service, Mr. Sachs 
incorporated into his company’s 
advertising for two years a column 
written by the late Mayor Fiorelio 
H. La Guardia. He won numer- 
ous awards for his advertising. 


HARRIET E. HUGHES 


New YorK—Funeral services 
were held here Sept. 26 for Harriet 
E. Hughes, 53, executive with 
Alley & Richards’ New York of- 
fice. 
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Gillette Names Moster 

Robert W. Moster, formerly 
manager and account executive of 
T. R. Sammons Outdoor Adver- 
tising Agency, Mansfield, O., has 
joined Gillette Publishing Co.’s 
Cleveland office as representative 
on Gillette’s Catalog File for Latin 
America. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
©., Inc. 


GET ALL THE 


wc.) “neu 
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1/4 of the State's Goods 18 «tm, 
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1/5 of the State's Food 
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\ 
4 
eS i 


Ine. 


Represented by Jann & Kelley. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 ¢ Chicago 7, Illinois 
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Cigar Institute 
Plans Limited 
Ad Test Soon 


(Continued from Page 1) 
will be ready to start our test by 
the first of the year.” 

Discussing the market potential, 
Mr. Tukey said that consumption 
of cigars in 1948 was 5.7 billion, 
and that it is estimated this can 
be increased by use of the right 
kind of advertising to 10 billion 
cigars smoked annually. American 
men currently spend about $500,- 
000,000 for cigars. It is hoped tnat 
they can be induced to spend 
double that amount. (Of the total 
now spent for cigars, $47,000,000 is 
for excise taxes.) 

Although cigars have advanced 
less in price than most other agri- 
cyltural commodities, the cost of 
leaf tobacco to manufacturers has 
increased about 150% since 1939, 
excise taxes have risen 265%, and 
factory labor costs have gone up 
105%. Yet it is still possible in 
some regions to get a good cigar 
for a nickel, Mr. Tukey pointed 
out. 


ws The Cigar Institute was organ- 
ized in 1941 by leaf growers, cigar 
manufacturers and suppliers to do 
publicity and sales promotion for 
the industry. This it has done 
largely within the industry. As 
an example, it currently is spon- 
soring a slogan contest for sales- 
men of manufacturers, wholesalers 
and retailers to increase trade in- 
terest in cigar sales and to develop 
jingles and slogans for use in sales 
promotion. 

Of the estimated 300,000 retail 
cigar outlets in this country, the 
institute services 25,000 intensively 
with educational and promotion 
material. A good deal of this pub- 
licity is on the care and merchan- 
dising of stock and on information 
about cigars and brands. Next year, 
in support of its advertising test 
campaign, the institute expects to 
expand and accelerate its point- 
of-sale promotion. 


a Some of the problems that con- 
front the institute as enumerated 
by Mr. Tukey are: How to over- 
come women’s antipathy to cigar 
smoking in the home; how to cul- 
tivate the interest of young men 
in the pleasure of cigar smoking; 
how to induce older men to tidy 
up their cigar smoking habits; how 
to win public favor for the pleasing 
aroma of good tobacco, and how 
best to convince people that cigar 
manufacturers are not trying to 
compete for other commodity mar- 
kets but are trying to create new 
and broader markets for their own 
products. 

Individually, cigar manufactur- 
ers currently spend between $4,- 
000,000 and $7,000,000 for all types 
of advertising, Mr. Tukey esti- 
mates. A large part of this is spent 
regionally. Newspapers, radio and 
magazines are the principal media 
employed. During the past year, he 
says, there has been an increase 
in the use of transportation and 
outdoor advertising. 


AsPac to Publish 
‘Asia-Pacific Trade’ 


AsPac International Co., New 
York, publisher, will launch a new 
business and foreign trade monthly, 
“Asia-Pacific Trade,” in Novem- 
ber. Distribution will be on a 
limited basis to top executives in 
trade affairs, and circulation will 
be guaranteed at 8,000. 

Principals sponsoring the publi- 
cation include: Roy E. Bazaire, 
formerly with the foreign division 
of the Irving Trust Co., as editor 
and publisher; and R. Z. Baratz, 
previously an industrial engineer, 
as business and advertising mana- 
ger. 
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(Cont. from pg. 68) 
Tells How Better Letters 
Save Money for Firms 


Klein to Speak at CIAA 


Jack Klein, president of Klein 
Institute for Aptitude Testing, New 
York, will be guest speaker at the 
Oct. 10 meeting of the Chicago 
Industrial Advertisers Association 


to be held at the Builders Club. money, and in- 

Mr. Klein will give a scientific creases sales. 

and practical demonstration on the discusses for, 
letters, manual 


use and value of aptitude testing. 


Holmes Drug Appoints Bruck 


Holmes Drug Co., Providence, 
has appointed the Franklin Bruck 
Advertising Corp., New York, to 
handle advertising of Comesol nose 
drops. Originally introduced in 
four test cities last spring, the 
product will be launched this fall 
in 40 major markets supported by 
newspaper advertising. 


ual. Written 


H. E. Clarkson 


tion. 


[ Advertisement ] 


H. E. Clarkson, well-known co) - 
respondence supervisor, tells ho vy 
a planned program saves time and 


He 


movies, bulletir 
and firm polici 
in the new NRE 
Direct Mail _ 4 
Vv 
14 top D.M. lea- 
ers, the manual 
is now available 
for free inspec- 


(Cont., See Photo Montage, Pg. 74) 
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REFRIGERATING | 
ENGINEERING | 
for “overall 
_ O.E.M. coverage” 
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Put your sales message in working 
clothes . . . send it where hard hitting 
advertising really pays off ... to the 
Original Equipment Manufacturers in 
refrigeration and air conditioning. Re- 
frigerating Engineering reaches more 
“executive engineers” in these plants 
than any other publication in the field. 

These “executive engineer” readers 
are the men who buy raw materials, 
components and assemblies by the 
carload for this $2,500,000 market. 
They’re the big volume buyers you 
must sell to sell this big volume market. 


Want helpful facts on the sales po- 
tential of your product in the refriger- 


eee alae ation and air conditioning market? 
We'll be glad to brief your sales 
department. 
Refrigerating Engineering 
Published by 


The American Society Established 1922 


of Refrigerating Engineers 


40 W. 40th St. New York 18, N. Y. 
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Qavertisers and advertising agencies planning 

to introduce new products or services will find 

The Kiwanis Magazine an excellent medium for testing 
acceptance. Kiwanians are up-and-coming community 
leaders with money to buy new products, services 

and ideas for personal and business use. There are nearly 
200,000 of them in 3,000 typical American communities 
of every size, description and geographical location — 

an ideal testing ground with no waste circulation 

and requiring small investment. Write for a 

copy of our latest survey. 


PUBLISHED FOR COMMUNITY LEADERS 
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La Rosa Expands 
into New England 


New YorK—An expanded adver- 
ising campaign will be launched 
this month by V. La Rosa & Sons, 
nanufacturer of macaroni pro- 
ducts. It will include extensive use 
of non-network radio time, plus 
spot announcements and participa- 
tions, and increased use of car 
cards, magazines and point-of-pur- 
chase displays. Kiesewetter, Wet- 
terau & Baker is the agency. 

The “La Rosa Hollywood The- 
ater of Stars,’ successfully tested 
last season, will be expanded into 
new markets, chiefly in New Eng- 
land. The program scheduled to 
start Oct. 3 will feature a different 
half-hour play, five days weekly, 
and will feature a Hollywood star 
each day. The programs are pro- 
duced in Hollywood by C. P. Mac- 
Gregor. 

In addition, La Rosa will con- 
tinue its daily half-hour Italian 
language dramatic programs, 
broadcast six days weekly by a 
special network of foreign lan- 
guage stations. Women’s participa- 
tion programs featuring macaroni 
recipes will also be used. 


s Color advertising in magazines 
will be continued. Those on the 
present schedule include Baby 
Talk, Family Circle, Good House- 
keeping, Parents’ Magazine and 
Woman’s Day. 

Transportation advertising will 
be increased to cover more than 
100 eastern cities. A new, large- 
size car card will be used. 

Use of point-of-sale material 
will be promoted, and Storecast 
merchandising in 121 chain food 
stores has been scheduled. 


NATHAN T. RUEKBERG 


Cuicaco—Nathan T. Ruekberg, 
59, president of Regensteiner Corp., 
died Sept. 26. Mr. Ruekberg, who 
had been associated with the Chi- 
cago printing house for more than 
40 years, also was a director of 
the Arrco Playing Card Co., Chil- 
dren’s Press Inc. and General Card 
Co. 


C. ARTHUR HALE 

DunBaR, Wis.—C. Arthur Hale, 
68, author of the “ABC Handbook 
in Accounting for Printers,” died 
here Sept. 24. Under sponsorship 
of the Graphic Arts Association of 
Illinois, he developed accounting 
systems for printing companies 
and compiled the widely-used 
handbook for printers. 


JOSEPH D. COTTON 


CLINTONVILLE, Wis.—Joseph D. 
Cotton, 75, vice-president and di- 
rector of Four Wheel Drive Auto 
Co., died at his home here Sept. 
23. Mr. Cotton, largest individual 
stockholder of the company, had 
been connected with FWD since 
1915, when he was named adver- 
tising manager. He retired from 
active work three years ago, but 
remained as a director and execu- 
tive, 


THOMAS P. THORNTON 


DALLAS—Thomas P. Thornton, 
75, president of Zeese Photoen- 
gcaving Co. since 1909 and one of 
the organizers of the Dallas Ad- 
vertising League, died Sept. 15 fol- 
lowing a lengthy illness. 


WILLIS G. TUCKER JR. 

SARATOGA SPRINGS, N. Y.—Willis 
Caylord Tucker Jr., retired adver- 
lising executive who established 
the Tucker Agency in New York 
several years ago, died at his sum- 
rer residence here Sept. 24. He 
Was a great-grandson of Luther 
Tucker, once publisher of Country 
Gentleman. 

Mr. Tucker was graduated from 
Yale in 1902, and for a time was 
a reporter on the old Albany Ar- 
gus. Later he entered the advertis- 


ing business and established the 
Tucker Agency, and represented 
the New York Edison Co. and its 
affiliates until the sale of the ag2n- 
cy some years ago to Kelly, Nason 
& Roosevelt, now Kelly, Nason Inc. 


BASIL CAPARELL 


New YorK—Basil A. Caparell, 
61, general sales manager of King 
Features Syndicate, died Sept. 21 
of a heart attack. 


Plans Cosmetic Promotion 


Dorothy Gray, New York, cos- 
metic manufacturer, will embark 
on a fall campaign next month 
with magazines and newspapers in 
key cities throughout the country. 
Lennen & Mitchell handles the ac- 
count. 


Signs Warwick & Legler 


Warwick & Legler has signed a 
two-year contract with A. C. Niel- 
sen Co. for the National Nielsen 
Radio Index Class “A” Service, in- 
cluding the New York television 
reports. 


LESTER J. LOH 
Vice-president 
and Art Director 


“Type designs you don’t get tired of” 


“That's what I like best about the ATF faces. Besides their great variety, they are soundly 
drawn. Frequent use doesn’t spoil their freshness. Fourteen years ago we selected Garamond 
for the Maryland Casualty Company advertisements to express conservatism, integrity and 
up-to-the-minute alertness. We've never changed our choice. In all of those years, every 

: advertisement for this client has been set throughout in Garamond. The face still is effective 
and interesting, and it blends well with the illustrations.” 


Write us on your letterhead 
and we will put your name 
on our mailing list to receive 
Type Specimen folders and 
other useful material on type 
and suggestions for its use. 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 
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Jay & Graham Research 
Extends TV Rating Service 


Jay & Graham Research, Chi- 
cago, has extended its Videodex 
Rating service to ten new major 
video markets along the Chicago 
to New York coaxial cable. Pre- 
viously the reports had been avail- 
able in Chicago, New York and 
Los Angeles. These monthly re- 
ports are based upon diaries from 
panels consisting of at least 1% of 


all television set owners in each 
metropolitan area. 

In addition to the Videodex Re- 
ports covering individual cities, a 
new network summary service 
will now be available. 


Kronstadt Agency Moves 


Kronstadt Agency, Washington, 
has moved its offices from 908 
14th St., N. W., to the Kass Blidg., 
711 14th St., N. W. 
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which to buy them. 


J. P. MALONEY, Advertising Mgr. 
~ 1019 Northwestern Bank Bidg. 
Minneapolis, Minnesota 
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The DAKOTAS... 
Top Retail Market in the U.S. 


Dakota families—77% of whom are engaged in 
farming— accounted for the highest average 
1948 retail sales in America. 


Dakotans are improving their farms and 
farm buildings—they are in the market for 
quality products and have the money with 


This greatest farm sales potential in the 
United States is served by the preferred farm 
periodical THE DAKOTA FARMER... 
the top salesman in the Dakotas TODAY! 


100,000 farm families—-over 70% of all the 
farmers in the Dakotas TODAY, read 
and respond to DAKOTA FARMER 
advertising. A Dakota institution since 1881. 


( Write for your FREE copy of 
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UPPER MIDWEST FOOD SALES SURVEY 
Breakdown of markets and sales 
for the Dakotas and Minnesota 
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Just off the press .. 
survey of “How Rockford Consumers Buy” 


© seo How Your Product Compares } 
| rae with Competitors! | 


ny, Get This New 1949 ; 
ce Consumer Survey of the 


eI st ead ia oh Peeve 


~ ES teecnin 


. the fourth annual 
is a study 


of buying habits, brand preference, ownership, and dealer 


distribution in numerous classifications. 


Get the facts on the 


market that has consistently led all Illinois cities in percentage 


gains on retail sales and services. 


ey 


Send for free copy today. b: 


5 em 
2 4 
_ L¢8 4 
a he lle es 


ROCKFORD MORNING STAR 
Rockford Register-Republic , 


ae ign 


Sh a eee 


Se ee ee 


j 


Horvitz Papers 
Banned Standard 
Oil Co.'s Copy 


(Continued from Page 1) 

The agency was then in the pro- 
cess of adding Station WMAN, 
Mansfield, to a 20-outlet Ohio net- 
work over which Standard is spon- 
soring broadcasts of the Cleveland 
Browns professional football 
games, Mr. McDonald said. He said 
he had not given any information 
to the Justice Department leading 
to the anti-trust action. 


es Standard had been running sev- 
eral ads a month in both Horvitz 
papers when the publisher called 
it quits, Mr. McDonald said. 

“We had an open-end rate 
agreement. On Aug. 2, Horvitz 
sent me a one-sentence letter can- 
cehng the arrangement with the 
Mansfield News Journal,” Mr. Mc- 
Donald told AA. Three days later 
Mr. Horvitz barred Standard Oil 
ads from the Lorain Journal. 

Standard Oil’s gridiron broad- 
casts are carried over Cleveland’s 
Station WGAR, which is heard in 
Lorain, 25 miles west of here. 
Standard also has increased its 
outdoor advertising and is running 
ads in the Lorain Sunday News, 
independent weekly. 

Mr. McDonald said he had no 
intention of putting Standard’s 
programs on Station WEOL in 
Elyria, O., which is only a few 
miles from Lorain. Both WEOL 
and WMAN figure prominently in 
the government’s suit to force the 
Horvitz papers to accept advertis- 
ing from business men who buy 
time on the stations or run ads in 
the Lorain Sunday News. 


a Mr. Horvitz, whose headquarters 
are in Cleveland, where he has op- 
erated a large construction com- 
pany for two decades, bitterly as- 
sailed the anti-trust suit. 

“If government bureaucrats can 
gain control over the advertising 
contents of the American press,” 
Mr. Horvitz said, “it would be a 
short step to gaining control over 
the news. It goes without saying 
that the use of any such power 
would not be limited by the gov- 
ernment to the Lorain Journal. It 
would apply to all newspapers, 
magazines and periodicals of gen- 
eral circulation.” 

He speculated that the suit may 
be making his paper “a guinea pig 
in a move by the government to 
regulate and control newspapers.” 


@ Herbert A. Bergson, assistant 
attorney general in charge of the 
anti-trust division, said the case 
is designed to make sure “that 
advertising channels are not closed 
by private combinations.” 

Mr. Bergson said: “Advertising 
plays a vital role in our free enter- 
prise system. This suit invokes the 
remedial provisions of the Sher- 
man Act in support of the prin- 
ciple that advertising channels 
must not be closed.” 

The case is the first in which the 
gevernment has accused a news- 
paper of conspiring to injure a 
competing radio station. The mat- 
ter actually dates back to July, 
1948, when the Federal Communi- 
cations Commission refused to 


+|grent AM and FM radio licenses 


in Lorain and Mansfield to Mr. 
Horvitz on the ground that if the 
two Horvitz papers “under their 
present ownership were to acquire 
control of broadcast facilities in 
addition to the only newspapers in 
the respective communities, com- 
petition in news and information 
would be suppressed and... pres- 
sure would be exerted on adver- 
tisers who require the use of the 
only newspaper in the city for 
their business to enter into exclu- 


VX ee 


sive advertising contracts.” 


s Local merchants had testified 
before the FCC that the Horvitz 
papers refused to carry their ad- 
vertising after they used radio. Mr. 
Horvitz claimed the advertising 
was refused for credit reasons, but 
the commission took the word of 
the retail witnesses. 

An appeal from the FCC ruling 
is pending in the U. S. court of ap- 
peals in Washington. 

In addition to Mr. Horvitz, «he 
government’s suit involves S. A. 
Horvitz, vice-president, secretary 
and director of the Lorain Journal 
Co.; D. P. Self, business manager, 
and Frank Malloy, editor. Isadore 
Horvitz reportedly owns 99.6% of 
the company stock. 


Dayton Rubber to GN&éG 


The Dayton Rubber Co., Day- 
ton, has appointed the Dayton of- 
fice of Geyer, Newell & Ganger to 
handle its advertising, effective 
Nov. 1. Since 1945 the account has 
been directed by the Cleveland of- 
fice of Fuller & Smith & Ross. The 
company says it is making this 
change because “it believes it can 
be better served by an agency that 
has a full staff in Dayton.” 


‘Reporter’ Names Sandblom 

Fred Sandblom, formerly with 
Collier’s, has been appointed east- 
ern advertising manager of the 
Reporter, New York. 
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Devaluation’s Effect 
Described by New 
Orleans Exporters 


New OrLeEANS—Exporters here 
differ greatly in their outlook or. 
the effect devaluation of the Brit- 
ish pound and other foreign cur- 
rencies will have on their business 

One exporter said, “We are a 
little discouraged because of deval- 
uation but I think things will hold 
up after the first flurry and trad: 
will be good. Our business is con- 
stantly growing but I cannot pre- 
dict what the trade picture is be- 
cause of the dollar situation in 
some areas.” 

Another exporter told AA, “I 
think things are going from bad to 
worse, and devaluation of the 
pound is going to create a false 
market. If Latin American coun- 
tries devaluate their money, the 
situation. will be even worse. | 
cannot see anything bright in the 
picture, and when the Marshall 
Plan ends we’ll be in a jam.” 

A third exporter said Latin Am- 
erican markets are tapering off 
somewhat because merchandise is 
more freely available and buyers 
are becoming more selective. He 
added, however, that business con- 
ditions seem healthy, especially in 
coffee countries. 
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House Committee 


Pushes Action on 
Postal Rate Hike 


WasHINGTON—House Post Of- 
fice Committee Chairman Tom 
Murray (D., Tenn.) said last week 
that his committee hopes to ap- 
prove a rate increase bill Tuesday. 

Details of the House bill were in- 
dicated late last week when a sub- 
committee headed by George Mil- 
ler (D., Cal.) reported its recom- 
mendations to the full committee. 

The subcommittee’s report calls 
for postal rates similar to the 
$100,000,000 bill approved by the 
Senate committee a week ago (AA, 
Sept. 26). Zone rates recom- 
mended, however, are about 50% 
higher than in the Senate bill, and 
the House subcommittee report 
does not include the special pref- 
erence for agricultural, religious, 
labor and educational publications 
contained in the Senate bill. 


s The pressure for a postage rate 
bill increased sharply last week 
as the House rushed through, with 
only two dissenting votes, legisla- 
tion increasing postal pay by 
$180,000,000. 

In voting for the bill, Rep. Mur- 
ray said he hoped the members 
would be as quick in approving the 
rate increases which are needed 
to offset partially the wage hike. 

For the first time in history, the 
Senate bill gives a special advan- 
tage for profit-making agricul- 
tural, labor, religious, fraternal, 
educational and philanthropic pub- 
lications over other privately- 
owned publications. 

In addition to the traditional 
1%¢ rate for non-profit publica- 
tions in these categories, the Sen- 
ate bill states that the existing 
pound ad zone rate shall remain 
for all publications in these fields. 


s It increases the rate to 2¢ a 
pound for reading portions of gen- 
eral publications and establishes a 
2¢ zone rate on advertising for the 
first two zones; 3¢ in the 3rd zone; 
4¢ in the 4th; 5¢ in the fifth; 6¢ 
in the 6th; 8¢ in the 7th and 106¢ 
in the 8th. 

The House subcommittee’s rec- 
ommended zone rates begin at 24%¢ 
a pound in the first two zones and 
go up to a 10¢ maximum in the 
eighth zone. Increases over the 
Senate proposals are in the first 
six zones, where the bulk of the 
mailings are made. 

The Senate bill also pioneers 
a privilege for charitable and phil- 
anthropic organizations using bulk 
third class, permitting them to re- 
lain the existing rate of 1¢ per 
piece, while other third class users 
pay 1%¢. 


Weisenbach to Deepfreeze; 
R. V. Newbell Promoted 


George F. Weisenbach, formerly 
director of advertising and mer- 
tchandising of Seiberling Rubber 
Co., Akron, has 
been appointed 
general sales 
manager of Deep- 
freeze division, 
Motor Products 
Corp., North Chi- 
ago, Ill. 
Deepfreeze, 
hich has ex- 
panded its opera- 
ions to include a 
ew refrigerator 
line, has pro- 
oted R. V. New- 
bell, formerly Deepfreeze adver- 
ising and sales promotion mana- 
ger, to manager of home freezer 
sales. B. G. Sanderson, formerly 
manager of field sales, will direct 
‘ales for the new line of refrigera- 
tors, scheduled for introduction 
during the 1950 season. Mr. New- 
bell’s successor has not yet been 
hamed. 


G. F. Weisenbach 


Last Minute News Flashes 
Amm-i-dent Leads all Canadian Dentifrices 


Toronto—Amm-i-dent ammoniated dentifrice is outselling all other 
powders and all ammoniated products in Canada as a result of full- 
page and half-page ads in 17 Canadian dailies and the “can lift” via 
American Airlines, according to Dan Stern, director of Stafford-Miller 
of Canada, Canadian manufacturer of Amm-i-dent under arrangement 
with Amm-i-dent Inc., Jersey City, N. J. Baker Advertising Agency, 


Toronto, has the account. 


Hansen Named Ad Director of Cowles’ ‘Flair’ 


New Yorx—. S. Larry Hansen, 


formerly eastern advertising man- 


ager of American Newspaper Advertising Network, has been appointed 
advertising manager of Flair, the new Cowles’ magazine. He is the 
first member of the disbanding ANAN staff to announce a new con- 


nection. 


Pacific Mills Appoints ]WT; Other Late News 


Pacific Mills, handled for 25 years by Williams & Saylor, has named 
J. Walter Thompson Co. e Procter & Gamble Co. has named Young & 
Rubicam, New York, to handle advertising of a new unannounced pro- 
duct. e Gray & Rogers, Philadelphia, will get a portion of the Com- 
monwealth of Pennsylvania advertising account. e Thomas Latham, 
formerly with the Goodman Agency, New York, has joined the cre- 
ative staff of Lenhard Advertising, New York, as radio and TV super- 


visor. 


Bristol-Myers Co. reportedly will‘ move advertising of some of its 
drug products in Latin American markets from Young & Rubicam to a 
new agency. e Topics Publishing Co., publisher of Drug Topics and Food 
Topics, has joined National Business Publications Inc. e Wendell B. 
Campbell, formerly general manager, KMOX, Columbia-owned St. 
Louis station, has become general manager of WCCO, Minneapolis CBS 
station. Robert Livingston, CBS Radio Sales, is the new WBBM sales 
manager in Chicago, and John Akerman, WBBM salesman, shifts to 


Radio Sales in New York. 


Elizabeth Arden has broken a campaign to promote its new color, 
Mediterranee, in Cue, Harper’s Bazaar, The New Yorker, Town & Coun- 
try and Vogue. Colman, Prentis & Varley is the agency. Newspaper ads, 
placed direct, are running in 15 papers in eight “salon” cities. e Archi- 
bald McG. Foster, head of research and marketing, A. W. Lewin Co., 
New York, has been elected a vice-president of the agency. e Warren N. 
Burding, former vice-president, grocery division, Standard Brands 
Inc., New York, has been named president of Lever Bros. Co.’s John 
F. Jelke Co. division, Chicago. He succeeds James M. Elliott, who has 


resigned. 


Schenley Reshuffles 
‘Straights’ Execs 


New Yorx—Schenley Distillers 
last week busily reshuffled major 
promotion executives in its 
straights division. 

Seymour D. Hesse, vice-presi- 
dent of Schenley Distillers and 
coordinator of advertising, has 
been elected president of Melrose 
& Co., sales affiliate. Seward Eric 
of that affiliate has been promoted 
to vice-president. John Hackley 
will be shifted from the Straight 
Whisky Distilling Co. to an ex- 
ecutive sales post with Melrose. 

David Bunim, vice-president and 
director of Schenley Distillers, has 
been elected executive vice-pres- 
ident of Schenley Distributors. 

J. A. Gollin, president of Straight 
Whisky Distilling Co., takes addi- 
tional duties as vice-president of 
Schenley Distributors. Ted Thomas 
will ‘remain as sales manager of 
this affiliate. 

Jim Johnson, vice-president of 
Straight Whisky Distilling, has 
been placed in charge of sales of 
Gibson Distilling Co. as a vice- 
president. 

Schenley made no announcement 
as to who might succeed Mr. Hess 
as head and coordinator of adver- 
tising for the company and its 
affiliates. ; 


Textile Makers 
Entering Premium 
Advertising Field 


New YorK—Less expensive pre- 
miums that are used for self liq- 
uidators receive the most publicity, 
because an advertising budget is 
needed to exploit their value to 
the consumer. But higher priced 
premiums make up an estimated 
85% of the premium market and 
accomplish a great deal at little or 
no expense. 

This opinion was expressed by 
M. R. Wilson, head of the premium 
department of Ecko Products Co., 
Chicago, speaking last week at the 
Premiums and Advertising Spe- 
cialty Convention, sponsored by 


the Premium Advertising Asso- 


ciation of America. 

The four-day meeting, from 
Sept. 26 to 30, drew about 5,000 
purchasing agents, premium con- 
sultants, and representatives of 
agencies and manufacturers. This 
marked a new attendance record 
for the show, which pulled 4,350 
last year. 

With an estimated $1 billion ex- 
pected to be spent for premiums by 
manufacturers next year, the show 
attracted nearly 200 exhibitors who 
displayed about 250 product lines. 


@ The show included the usual 
displays of kitchen gadgets, pens 
and pencils, and cooking ttensils, 
but textiles (sheets, blankets, 
spreads, etc.) attracted particular 
attention as new premium mer- 
chandise. Morgan-Jones, New 
York; M. Lowenstein & Sons, New 
York, and Pepperell Mfg. Co., Bos- 
ton, were among the first-time ex- 
hibitors in the textile field. 

A highlight of the convention 
was the first showing of the as- 
sociation’s new slide-film story on 
premiums and their application to 
promotion. Called “That Some- 
thing Extra,” the film will be re- 
leased for circulation among ad- 
clubs, schools and colleges. 


NAM Ofters New Service 
for Employe Publications 


The National Association of 
Manufacturers, New York, last 
week inaugurated a new monthly 
“service for employe publications,” 
designed for editors of factory and 
office magazines and newspapers 
with an estimated total readership 
of 40,000,000. The initial mailing 
was 5,500. The new service offers 
ideas and illustrations for handling 
management and free enterprise 
stories and is divided into three 
sections: Illustrated examples of 
effective stories from various 
sources; story ideas, and original 
material prepared by the NAM 
staff for reproduction, rewriting 
or adaptation. 


WGN Airs Mail Order Show 

At 1 -a.m., Sept. 27, Station 
WGN, Chicago, started its six 
times weekly broadcasts of mail 
order programming. The five hour 
block, 1-6 a.m., is placed through 
Mail Order Network, 1440 Broad- 


way, New York. 
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SYLVANIA’S PITCH—This is how Sylvania 
Electric Products is telling its TV set story 
in newspapers. The copy, through Ken- 
yon & Eckhardt, broke in Pittsburgh. Ads 
are now running in Baltimore, Boston 
and Chicago and will hit other cities 
as distributor organizations are set up. 


Rising Competition 
Is Radio's Biggest 
Problem: Lasley 


Cuicaco—Broadcasting’s great- 
est challenge is not one of beating 
a recession, but of meeting in- 
creased competition for the adver- 
tiser’s dollar from new radio sta- 
tions and from TV networks and 
individual stations, according to 
David Lasley, promotion manager, 
National Broadcasting Co. 

Speaking before the Direct Mail 
Advertising Association confer- 
ence here, Mr. Lasley said that 
while “intelligent personal solicita- 
tion is the backbone of time sell- 
ing, successful client and potential 
prospect ground is continually be- 
ing plowed by the networks and 
stations with two proven types of 
time sales promotion—trade pub- 
lication advertising and _ direct 
mail.” 


a And since the four radio net- 
works, the four TV webs, the 2,000 
AM stations and the 500 FM sta- 
tions all are trying to tell their 
stories to about 2,000 to 3,000 key 
men and women in time buying, 
direct mail is becoming increas- 
ingly important—and the quality 
of such mailing continually must 
be improved to guarantee reader- 
ship. 

Mr. Lasley noted four principal 
direct mail problems faced by 
broadcasting stations. The first is 
doing the best possible job on the 
lowest possible budget. Secondly, 
it is necessary to advise time buy- 
ers of time and program availabil- 
ities as quickly as possible. 

Third, coverage data, circulation 
figures and the market story must 
be tailored for fast, easy file re- 
ference, and fourth, it is important 
that sales stories be straightfor- 
ward, simple, contain facts with- 
out frills and still carry a selling 
punch. 


CHARLES PERRINE 


OAKLAND, CAL.—Charles Perrine, 
account executive with Emil Rein- 
hardt Advertising Agency here, 
died suddenly Sept. 27. Mr. Per- 
rine was formerly associated with 
Ruthrauff & Ryan, Chicago, as an 
account executive and had served 
as manager of R&R’s offices in 
Seattle, San Francisco and Holly- 
wood. 


JOHN R. DEMAREST 

New HAveEN, Conn.—John R. De- 
marest, 60, president and treasurer 
of Remsen Advertising Agency 
here, died suddenly Sept. 25 at 
his home in Orange, Conn. The 
agency head was also president 
and treasurer of three other New 
Haven companies, Wilson H. Lee 
Co., Fairlea Farms Co. and Wesley 


B. Meyer Co. 


Court Will Rule on 
TV in ‘Electrical 
Merchandising’ 


New YorK—Decision was re- 
served last week by State Supreme 
Court Justice Samuel Dickstein at 
conclusion of the trial of an action 
brought by Caldwell-Clements Inc., 
publisher of Radio & Television 
Retailing, against the McGraw-Hill 
Publishing Co., publisher of Elec- 
trical Merchandising, for a per- 
manent injunction and damages 
for alleged breach of contract. 

Request for permanent injunc- 
tion was denied, but pending final 
determination in the case, Justice 
Dickstein granted McGraw-Hill 
permission to publish the October 
issue of Electrical Merchandising 
but required it to file a bond of 
$20,000 “to protect plaintiff against 
damages which may arise because 
of such publication, should the 
court find in favor of the plain- 
tiff.” 

The present publisher bought 
Radio & Television Retailing from 
the McGraw-Hill Publishing Co. 
in 1942, according to an official 
at Caldwell-Clements, who told 
AA that McGraw-Hill contracted 
in 1948, when the final stock 
transfer was completed, not to 
publish another paper in the ra- 
dio field until the middle of 1951. 
Last August, McGraw-Hill an- 
nounced it was increasing its tele- 
vision coverage in Electrical Mer- 
chandising with the October is- 
sue. A request for a preliminary in- 
junction was asked by Caldwell- 
Clements on Aug. 12. 


es At McGraw-Hill it was said: 
That both the preliminary and per- 
manent injunctions had been de- 
nied; that the posting of a bond 
had no significance, as that is the 
usual legal procedure in cases of 
this kind, and that McGraw-Hill 
has never had any intention of 
converting Electrical Merchandis- 
ing into a specialized radio and 
television paper. 

Its announcement in August, the 
company’s spokesman said, was 
merely an advertisement that the 
October issue of the paper would 
contain more pages on television 
than in previous issues, which has 
been misconstrued by Caldwell- 
Clements as an infringement of 
contract. 

In his ruling handed down last 
week, Justice Dickstein said: “The 
issue before the court is whether 
the defendant through its maga- 
zine, Electrical Merchandising, is 
about to “purchase, start, operate 
or interest itself directly or in- 
directly in publishing any pub- 
lication primarily in the field of 
distribution of radio and television 
sets, parts and accessories,” within 
the meaning of the contract be- 
tween the parties. 

“The trial was protracted and 
numerous exhibits have been put 
into evidence. Because of these 
facts, the court cannot possibly 
dispose of the issues before the 
date set by defendant for publica- 
tion of its magazine and hence this 
preliminary disposition.” 

A decision is expected to be 
handed down in about a week. 


Blatz to Sponsor Last 
Portion of Roller Derby 


_ Blatz Brewing Co., Milwaukee, 
is sponsoring the concluding por- 
tion of the “Roller Derby” Thurs- 
days over 11 ABC-TV stations. 
Time for Blatz—10:30 p.m., EST, 
till closing—was bought through 
Kastor, Farrell, Chesley & Clifford, 
New York. 

Chesebrough Mfg. Co., through 
Campbell-Ewald Co., New York, 
previously has signed to sponsor 
a Thursday night half-hour of the 
derby starting Oct. 13. The same 
agency negotiated a contract for 
Chevrolet Dealers Association to 
carry Mcnday night telecasts of 
the skating event effective Oct. 10 


over WJZ-TV, New York. 
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Retains Dunay & Rader 


Lawrence Laboratories, New 
York, has selected Dunay & Rader, 
New York, to handle advertising 
for Sulfoam shampoo with news- 
paper promotion in eastern mar- 
kets. J. M. Korn & Co. formerly 
handled the account. 


Goerl Appoints Louis Law 


Louis S. Law, formerly general 
manager in the United States tor 
the British Travel Association, has 
been mamed vice-president of 
Stephen Goerl Associates, New 
York agency. 


HOUSE OF COLOR INC. 


144 East 57th St. New York 


Mr. William Purcell has joined the con- 
tact staff and will represent the photo- 
graphic talents of James Viles and Dick- 
son W. Pierce, with Carol Stride as Cast- 
ing Director and stylist. A complete or- 
ganization. Phones: Plaza 3-0822-3-4. 


CR ART. APM «i ae ST. 


Appoints Gray & Rogers; 
Jean Cutler Joins Statt 
Gray & Rogers, Philadelphia, 
has been named to handle the ad- 
vertising of Price L. Rogers, im- 
porter of Chinese furnishings and 
curios. Newspapers will be used. 
Jean Cutler has joined the agen- 
cy’s contact department, where 
she will do promotional merchan- 
dising. 


Artel Names Ray-Hirsch 

Artel Dresses Inc., New York, 
has appointed Ray-Hirsch Co., 
New York, to handle its advertis- 
ing and public relations. National 
magazines and business papers will 
be supplemented by direct mail 
and publicity. 


White Agency Moves 

Chas A. White Jr. & Co., Phil- 
adelphia agency, has moved its 
offices to larger quarters at 423 
Walnut St. 


On the Air September 22 
a new TELEVISION STATION 


Serving North Carolina’s 
Rich Tri-Ciy Market 


GREENSBORO 
WINSTON-SALEM 
HIGH POINT 


Now, for the first time, 
WFMY-TV makes it possible 
to sell this rich area as one 


market. 


wn 


CHANNEL 2— GREENSBORO, N. C. 


AFFILIATED WITH 


CBS — - 


ABC —- Dumont 


and First in the Carolinas with “Live” TV 


Sales Representatives 


HARRINGTON, RIGHTER and PARSONS, INC. 


New York City 
270 Park Avenue 
MU 8-1185 


Chicago 
Tribune Tower 
WH 4-0074 


Owned and operated by 
GREENSBORO DAILY NEWS and THE GREENSBORO RECORD 


Gaithomn 


400 North Rush Street 


Viithorn FOR AD-SETTING 
Whithorn FOR ENGRAVING 
Vaithorn FOR PRINTING 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Telephone WHitehall 4-2300 


Corporation 
¢ Chicago 11, Illinois 


United Launches 
Drive to Boost 
Winter Flying 


Airline Will Stress 
Safety, Dependability; 
Budget Tied to Income 


(Picture on Page 1) 

Cuicaco—Since 1948, when U. 
S. airlines lost staggering amounts 
of money, passenger miles flown 
have increased an average of nore 
than 15%, operating losses have 
been drastically reduced or even 
turned to profits, scheduled lines 
are getting planes through on 
time more than ever before and 
the safety ratio has been improved. 

Beginning this week, United Air 
Lines is opening one of its most 
intensive newspaper drives to tell 
the public of- alternate routings, 
range, power and altitude offered 
on its DC-6 routes, and changes 
and improvements instituted since 
last year. 

Today (Oct. 3) the company 
will run the first in a series of 
1,200-line newspaper ads in one 
or more papers in each of some 
20 cities served by the DC-6s. 


ws The financial situation of the 
airlines today is much improved 
over what it was last year at this 
time. In addition, airlines managed 
to carry almost 40% of the total 
first-class passengers last year—as 
compared to only 11% in 1945— 
with the railroads on the losing 
end. 

But most U. S. scheduled air- 
lines still have one major problem 
on their hands—the reluctance of 
regular air passengers to travel 
during the winter. 

Through interviews with custo- 
mers, reports of salesmen and 
registration personnel, United has 
concluded that regular airline pas- 
sengers do not fly during the win- 
ter months because they feel ‘oo 
many hazards are involved, be- 
cause they fear that they will ar- 
rive at the destination late, or be- 
cause they fear that weather may 
force the airline to drop them 
somewhere short of their destina- 
tion. 


a United Air Lines’ business, for 
example, drops an estimated 40 to 
50% from summer peaks during 
wfnter months. Naturally, with 
such a demand fluctuation, and the 
necessity to maintain payrolls dur- 
ing the off-season, the company 
is faced with a very real problem. 

Having made a series of moves 
to increase efficiency and reduce 
costs, United now feels that the 
most effective way to stabilize 
business is to encourage regular air 
travelers to fly during the winter 
months. 

And because of technological im- 
provements and advantages of- 
fered by the DC-6, United believes 
it has sound reasons for building 
its winter passenger lists. The 
newspaper campaigns, plus mag- 
azine, trade publication and tele- 
vision advertising this fall and 
winter, are designed to tell the 
story. 


a Throughout the entire promo- 
tion, the accent will be on year- 
round dependability. The series of 
1,200-line ads in the cities served 
by the DC-6 will feature, among 
other items, pressurized cabins and 
the fact that United can fly above 
the weather if necessary. 
Another insertion will play up 
the 3,000-mile range of the DC-6; 
another will feature the reserve 
power and still another will head- 
line the relatively new (for cross- 
country flying) alternate routes. 
For example, in a flight from Chi- 
cago to San Francisco, the planes 


ean fly as far north as North 
Dakota or as far south as Texas, 
choosing the route offering most 
favorable winds and best weather 
conditions. 

In addition, the company also 
is expected to make the most of 
its 1949 performance records, in 
which more than 99% of sched- 
uled miles were completed, 96% 
of the flights departed on time or 
within 15 minutes of schedule, and 
86% of its flights arrived on time 
or within 15 minutes thereafter. 


a Those percentage figures would 
have been impossible without such 
improvements as the new elec- 
tronic navigation and landing aids, 
and centralized control of opera- 
tions. The company, therefore, in 
a full-page, one-time ad in major 
city newspapers early in Septem- 
ber, paid tribute to the RTCA, SC- 
31 system. 

In copy signed by W. A. Patter- 
son, president of the line, the com- 
pany saluted the Radio Technical 
Commission for Aeronautics, Spe- 
cial Committee 31, for its contri- 
bution of a master plan for using 
electronic aids and other safety 
improvements. 

Typical of the results obtained 
is the case of LaGuardia airport, 
where 3,800 flights were canceled 
in 1946-47 because of traffic con- 
gestion resulting from weather 
conditions. Last winter, no flights 
were canceled because of traffic 
congestion. 


ws And United will point out the 
factors contributing to dependa- 
bility in ads in 150 newspapers in 
on-line cities this fall and winter 
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Dallas Furniture 


Store Has a Sale 


DaLLas—Frank Duff Furni- 
ture Co. here ran a full-page 
newspaper ad. It said: 

“We are not overstocked! We 
did not make a special pur- 
chase! It is not our anniversary! 
We are not taking inventory! 
It is not a storewide clearance!” 

Then, in an_ eight-column 
banner: 

“We just want to have a sale.” 


(DC-6 ads will run only in DC-6 
cities). In addition, United has 
scheduled b&w spreads in Busi- 
ness Week, Newsweek and Time. 
plus a list of aviation and trave! 
trade publications. 

While both United and N. W. 
Ayer & Son, the airline’s agency, 
declined to reveal the 1949 budget, 
it appears probable that the com- 
pany will spend a little more than 
2% of its non-mail revenue fo: 
advertising, as it has in the past. 
Since non-mail revenues last year 
were about $75,000,000 and adver- 
tising expenditures were in the 
neighborhood of $1,500,000-$1,700,- 
000, it is probable that the current 
year’s budget will be in the same 
range. 


Fearn Appoints Kurtz 

John M. Kurtz, formerly vice- 
president and sales manager of 
August C. Kirchhoff & Co., Chi- 
cago, has been appointed sales pro- 
motion manager of Fearn Labora- 
tories Inc., Franklin Park, IIl., Le 
Gout soup, bases and seasonings. 


(Advertisement cont., see Buckley Photo, Pg. 4) 


Tear Out and Mail This 


To: The National Research Bureau, inc. 
415 WN. Dearborn Street, Chicago 10, Ill. 


Please send for 10 days’ free inspection, the NRB Direct Mail Manual, containing 
fourteen sections, devoted to successful direct mail procedure. 

if | am completely satisfied with the manual and decide to keep it, | will send you 
$7.50, plus shipping charges, as the first payment and then four equal monthly pay- 
ments of $5.00 until the full purchase 
be entitled to six monthly suppl it 


«we 


Coupon Today 


price of $27.50 is paid. As a purchaser, | will 
without additional charge. 


credit within ten days after receipt. 


¢ C] Save 9% and more 


It is thoroughly understood that | reserve the right to return the manual for full 


Check here if you wish to receive only one invoice in the 
amount of $25.00, thus saving you $2.50. We also prepay shipping charges 
under this plan. Some return privileges. 


Your Neme@..cces cccscccccccsece 
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WIT HARDER 


_ at Buffalo’s New Car Buyers 
be - - - Use the Courier-Express 


s @ In 1948 the Courier-Express carried over half of al! 


national automotive linage in Buffalo. It has led in this 
classification for six years . . . proof that it sells new cars 
tires and accessories. You, too, reach Buffalo buying powe~ 


more economically in thi 
favorite morning and Sun 
day newspaper. 
Remember, your dolla: 
buys greater impact in th~ 
Courier-Express on the fan- 
ilies with more money |» 


spend. 
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If you enjoy,Z00d coffee. 


dvertising Age, October 3, 1949 


Miller Launches Campaign 
Miller Table Pad & Venetian 
Blind Co., Brooklyn, through Bob- 
ley Co., New York, has launched 
a newspaper campaign in the 
New York, New Jersey areas. Ads 
ranging from 1,800 lines to 300 
will appear in 24 local and out-of- 
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WRITE FOR BOOKLET 
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38 PARK PLACE WEWARK 2,4. 
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town newspapers. 


SPECIALISTS IN 


‘DAY-GLO 


We've used it from the very start — pro- 
duced thousands of brilliant eye-pulling. 
sales-pulling pieces — s0 write, wire or 
phone for full details today. We can help 
you with your 3 to 24-sheet posters. = 
cards, streamers, and displays — we re 
experts in DAY-GLO on all of them. 
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seal 2 WORDS—W. F. McLaughlin & Co., Chicago, has launched an the major market ads is this unusual 4,700-line spread which ran 
the xtensive campaign for its Manor House coffee, using copy in Chicago papers and carried only 92 words, not counting 
00 anging up to two-page insertions, in 59 markets. Typical of those on the cans. Earle Ludgin & Co. is directing the drive. 
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««. Plandard on TV 
ets in N. Y. 
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iS. (Continued from Page 1) 

— acy’s, famed for its 6% off for 
ash, and recently the cause celebre 
na DuMont suit, stuck close to 
ist, showed no interest in a dis- 
ount for cash. The same reac- 
ons came from Kresge’s and Bam- 
berger’s in Newark. 


£ When they don’t offer discounts, 

@ fhe retailers apparently delight in 
sales.” A Queens dealer regularly 

' oads his windows with cut-price 

; V sets, currently featuring Emer- 
on and Admiral (a $299 12” Ad- 

8B friral is offered for $229). 

| 

i 

e 

. 

4 
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In one typical deal, a reporter in 
Rueens was offered a Philco 10” 
et (list, $229) plus a three-month 
ervice contract worth $10, for 
214, cash. 

When retailers advertise, they 
: sert copy needles for the manu- 
es acturers. “To mention names in 
his advertisement would be here- 
y,” chortled a Dynamic ad last 
eek. “The manufacturers them- 
elves may be surprised to find 
ome of their most cherished crea- 
ons here.” 


Sed 


-_— 


a If AA’s spotcheck is any cri- 


terion, the 10” set gets nowhere 
near the 12” push—on the theory 
they’ll sell themselves. In store 
after store, when reporters ex- 
pressed interest in 12” sets, sales 
people were quick to react. 

“We sell mostly 12” and up,” 
said one salesman. “There’s a much 
bigger difference in performance 
than in price,” said another, urging 
the 12” set instead of a 10”. New 
Jersey stores, incidentally, ran 
counter to the rule—several in- 
quired about room size, needs, etc., 
but they were eager to upgrade 
the sale if possible. 

Salesmen ranged from very ag- 
gressive (“Boy,” confessed one AA 
reporter, “they had a home trial 
deal on, and I very nearly wound 
up with another set.’’) to lethargic. 
“I didn’t find salesmen breaking 
their necks to load me with a TV 
set to carry out,” said one AA 
writer. “They were in a ‘take it or 
leave it’ mood, and seemed to feel 
that if I didn’t buy the next fellow 
would.” 


Gibson Appoints Two 

C. W. Morean, formerly sales 
promotion manager of Krause 
Plow Corp., Hutchinson, Kan., 
manufacturer of one-way plows, 
has been named general sales man- 
ager cf Gibson Mfg. Corp., Long- 
mont, Colo. J. E. Sullivan, for- 
merly president and treasurer of 
Air Radio Inc., Stamford, Conn., 
manufacturer of electronic com- 
munication- equipment, has been 
appointed assistant general man- 
ager and controller of Gibson. 


__ 


CASH FOR YOUR IDEAS! 


The Gibson Art Company, one of America's | 


largest greeting card manufacturers, will pay 


$100 for original, novelty ideas that are ac- 


ceptable and adaptable for use in the creation 


of humorous greeting cards. Every idea that is 
submitted will receive careful, thoughtful con- 
sideration, so don't hesitate to submit any ma- 
terial you may have. Acceptable ideas must be 
suitable for reproduction on greeting card pa- 


per stock. Any ideas submitted that are not 


suitable will be returned. Please mail your ideas 
to Lloyd Smithson, The Gibson Art Company, 
Cincinnati 1, Ohio. 


Hudnut to Sponsor 
Winchell in 1950 


New YorK—Walter Winchell 
will sell Richard Hudnut home 
wave and other Hudnut hair 
products, starting Jan. 1, 1950. 

Elmer H. Bobst, president of 
William R. Warner Co., last week 
announced that Hudnut Sales Co.— 
a Warner subsidiary—will sponsor 
the fiery commentator next year. 
WW’s Sunday night ABC program 
currently is carried by Kaiser- 
Frazer Corp., which did not re- 
new his contract. 

Mr. Winchell is under contract 
to American Broadcasting Co. at 
a guarantee of $10,000 weekly on 
a 52-week basis. 

Hudnut’s contract, set through 
Kenyon & Eckhardt, involves more 
than $1,000,000 in time and talent 
charges. 

Donald Bryant, vice-president 
and director of advertising for 
Hudnut, said it is too soon to tell 
how the addition of the Winchell 
xpenditure to the advertising bud- 
get will affect over-all promotion 
plans in other media. 


s Hudnut products currently are 
featured regularly in newspapers, 
magazines and Sunday _ supple- 
ments. Spot radio also is used oc- 
casionally. Television announce- 
ments have been scheduled coop- 
eratively. 

Hudnut has been out of network 
radio since 1947, when it canceled 
Jean Sablon’s CBS DuBarry ses- 
sion and Sammy Kaye’s ABC show 
for Hudnut perfume. 

This year’s advertising expendi- 
tures have been increased greatly 
in line with expanding sales, which 
Mr. Bryant reports are expected 
to be the biggest in Hudnut’s his- 
tory—‘“bigger even than the peak 
wartime year.” 

A part of this increase is due 
to Richard Hudnut home wave 
sales. The company has been well 
pleased with the success of this 
product, which went on the market 
in January, 1948. 

Asked to explain why his com- 
pany decided to sponsor Mr. Win- 
chell, Mr. Bryant said, “His is a 
powerhouse radio program—an 
extremely attractive buy in terms 
of what it delivers.” 


Dick Appoints Stolp 


Myron G. Stolp, district sales 
manager for the southeastern ter- 
ritory, has been appointed adver- 
tising and sales promotion man- 
ager of A. B. Dick Co., Chicago, 
manufacturer of Mimeograph 
products. 
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What do your dealers want to know 
about the products and promotions 


you are trying to sell ? 
——— 


My 


GROCERY 
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APPLIANCE STORE 


OFFICE E 
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You'll find some suprising answers 
in ABP’s nation-wide survey 


} ES 


of 355 typical dealers 
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“Nobody Profits THE ASSOCIATED BUSINESS PUBLICATIONS 
Till Something 205 East 42nd Street, New York 17, N. ¥. 
is Sold” Gentlemen: Please send me your summary of 


This 32-page booklet 


ABP’s latest dealer survey. 
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‘Home Bea uty Courses” 


TEACH A LESSON 


IN SELLING 


How millions of women are impelled to action— 
and a chain of purchasing begins... 


@ How vigorous is the response of women—as 
shown by figures, not opinions—to offers of help 
in matters of beauty? Here are solid facts: 

Though edited for all the family—men and 
women alike—The American Weekly features, 
in its next to the last six pages in each issue, 
articles of especial interest to women. Prominent 
is Sally Young’s beauty column .. . with hints on 
make-up, exercise, diet, figure control, care of 
skin and hair. Each column offers, for sale, not 
free, sets of beauty charts. 

Last year, despite the growing “‘buyers’ market,” 
The American Weekly received 507,002 orders for 
these home beauty courses—accompanied by a 
deluge of more than half a million coins. 

Influential women in homes placed these orders 


—the same women who buy or influence the pur- 


chase of automobiles, clothing, books, food, soap 
—and diamonds! A “breakdown”’ of the charts 
they ordered contains significant information. 
In August, 1949, a chart entitled ‘““Hair Styles for 
You” appeared, and drew 5155 requests in two 
weeks. “Beauty Hints from Hollywood’’ pulled 


4142. But “Oily Skin Problems” topped them all 
with 12,955 orders in two weeks. 


Translated into direct sales terms 


Equally significant is the pulling power of advertise- 
ments supported by the action-provoking editorial 
content of The American Weekly. Here are two 
recent specific cases: 

In the June 12th, 1949, issue of The American 
Weekly, The Relaxo Girdle Company placed a 
300-line mail order advertisement for its ‘‘Four Star’’ 
girdles .. . at a cost of $6300. Within 5 weeks, 3054 
orders were received! 

The same advertisement, appearing in another 
publication at a cost of $5600, produced 2093 orders. 
Score, in The American Weekly’s favor, a saving of 
30% in cost per inquiry! 

Want more? Another advertisement of only 196 
lines, published in the January 11, 1948 issue of 
The American Weekly offered booklets on knitting 
and crocheting for 10¢ each. In flowed more than 
40,000 coupons . . . and more than 104,000 dimes! 
6 months after publication, coupons were still coming 
in to this manufacturer’s offices! 


There is one national magazine, The American 
Weekly, which delivers a printed advertising message 
to more people, in more homes, than any other. Its 
depth of penetration into the major markets has 
repeatedly helped create—for the makers of auto- 
mobiles, household appliances, dentifrices, cosmetics, 
food and drugstore products, and books—the same 
kind of success stories it helped write in the two 
cases already described. 


Inevitable conclusion— for manufacturers, 
merchants, and advertising agencies 


Through The American Weekly, advertising mes- 
sages attain a circulation of 9,868,474 A.B.C., pro- 
viding a minimum of 20% family coverage in 4,353 
places of 1000 population and over—and at the 
lowest cost, as shown: — 


*Latest Cost per color 

net paid page per thou- 

circulations sand circulation 
The American Weekly 9,868,474° $2.25 
EMO. wits ine cc es CHR 4.45 
Saturday Evening Post 4,034,169 3.97 
Collier’s ....... . 3,072,298 3.66 
Be a. 6 oe 0 os OH 3.95 


*The above figures for The American Weekly represent the 
combined circulations of the 21 great units which distribute this 
magazine and are based on the figures as shown in the individual 
A.B.C. publishers’ statements of the comprising components for 
the 6 months ending March 31, 1949. All other figures are from 
the A.B.C. publishers’ statements for the period ending 


MERICAN 


, \VEEKL) 


“‘A Hearst Publication’’ , 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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